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Pa Dearborn Says: 


ATTEND THE 
3]* 
INTERNATIONAL 
CONSUMER CREDIT 
CONFERENCE 


?JUNE 25" thru 28™, 1951 
AT THE 


STEVENS HOTEL 1 CHICAGO 


SPEAKERS... 
Inspirational and practical—Henry H. Heimann of the National 
association of Credit Men will be the Keynoter. 
GROUP MEETINGS... 
Leaders in your field will discuss your problems. Panels, clinics 
and group discussions to put you abreast of the latest ideas in con- 
sumer credit granting, collections and sales promotion. 
ENTERTAINMENT... 
“City Slicker Night’. . . Professional entertainers, dancing, refresh- 
ments, good-fellowship. 
“Banquet Night’... Music, vaudeville acts and dancing. 
FOR YOUR WIVES AND GUESTS... 


Shopping tours, radio shows, sight-seeing, and all the attractions 
of Chicago—the World’s best convention city! 











anced 


are pal 


at Henrv Bachman Sons, Inc., 
Minne Apeoits Minn 


CYCLE BILLING is for Sma// Stores too! 


How many monthly statements do you ordinarily send 
out? Henry Bachman Sons averages from 3000 to 5000 
—vet they are just as enthusiastic about the savings they 
make from Remington Rand Cycle Billing . . . as are some 
of the biggest department stores in the U.S.A. 

If you've been thinking that Cycle Billing is only for 
the mercantile “giants” —get that notion out of your head 
right now, Surely you could use to advantage the lowe red 
Costs, the sav Ings in manpow er, the greater convenience 
described in the letter above. These benefits can be your 
benefits too. For full information, write —today —to Man- 
agement Controls Reference Library, Room 1123, 315 
Fourth Ave., New York 10. 


THE FIRST NAMEIN BUSINESS SYSTEMS 


“With our Cycle-Matic files,” says Henry Bachman, “the flow 
of work is so easily handled, and the rush so completely elimi- 
nated, that each group of statements is thoroughly balanced 
before mailing. Under our previous system, balancing was never 
attempted until the statements were mailed.” 
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Problems of the Large Credit Bureaus 


CHARLES F. SHELDON, Manager, Philadelphia Credit Bureau, Philadelphia, Pa. 


HE LARGE CITY credit bureau has all the 
problems of the small city credit bureau, how- 
ever, they are magnified many times. I am going 
to discuss frankly, some of the matters in our plans 
and hopes that can stand reviewing. The prob- 
lems of 1951 are not new ones. They are the same 
problems that have confronted credit bureaus 
from their beginning at the turn of the century. 
They are permanent problems. They are the 
problems of any business that spreads nationally. 
I am not cognizant of any new problems for 1951. 
If we want to highlight for 1951, however, our peren- 
nial problem we can do so in three parts. First, more 
volume; second, much more volume; and third, very 
much more volume. Now, more volume does not mean 
that we will only place more emphasis on sales and make 
more calls on members and prospects. It is more subtle 
than that. Before a salesman can extol the virtues of his 
product, he has to have the product. The product of a 
credit bureau is service. 

The quality and service of credit bureaus have improved 
greatly during the past few years. Credit and bureau 
managers can compliment each other on this wonderful 
progress. But that does not mean that the service cannot 
be further improved. To attract additional business from 
present members and from new member prospects, the 
quality and speed of service must be constantly improved. 
This improvement is the joint responsibility of credit and 
bureau managers. It is a mutual effort to increase the 
production and efficiency of the entire credit investigating 
system, and, meanwhile, keeping expenses as low as pos- 
sible. 

World conditions will, undoubtedly, cause an upheaval 
in consumer credit inquiry volume in 1951 through more 
drastic restrictions of installment and charge accounts 
and due to the curtailment of factory production and 
the allocation of merchandise. All business is subject to 
change in the selling of merchandise. Manufacturing 
and sales policy are changed constantly to meet the cur- 
rent problem. Our business is no different from any 
other business. The sooner we realize it, the sooner we 
will insist on the most capable top management. All of 
us are the top management of credit service. 

There is specific action that we can take to minimize a 
decrease in volume. The answer, however, does not start 
with increased prices for our services. To raise prices 
first, only serves to paint over the parts that ought to be 
repaired. Before increases in prices, we can analyze 
profitably, the product we manufacture and how it can 
be expanded. 

The master file of credit records is the merchandise 
inventory of a credit bureau. It must be kept current. 
Out-of-date merchandise depreciates in value. That is 
why the reporting of past-due accounts promptly by all 
members is a basic contractual obligation. There is no 
greater contribution that any member can make to more 
volume than to keep a steady stream of past-due account 
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information directed into the credit bureau. Yet, many 
members never report their past-due accounts. They re- 
ceive such information from others when they inquire, 
but other members do not receive such information from 
them on their inquiries. This is an old problem. Some 
members consider the credit bureau service a one way 
street. The cost to a member of reporting such records 
is as much a direct expense of the credit department as 
taking an application for credit or dunning the accounts. 
Allowance should be provided for it in the financial 
budget. It should not be fill-in or part-time work, but 
a definite daily operation reported as it happens. The 
cost of transmitting such information to other members 
of the credit bureau who have the account, and doing so 
promptly, is a direct expense of the credit bureau and 
should be provided for in its budget. 

Prompt answers to reference inquiries, and with ade- 
quate detailed information, is the next most important 
merchandise of the credit bureau. Details of the high 
credit and the balance owing are not necessary on every 
reference. Nor is waiting for the third or fourth refer- 
ences on prompt paying customers necessary before pass- 
ing on the risk. Careful study of these problems should 
be given to determine how they can be minimized. It 
would be of substantial value if a nation-wide agreement 
could be obtained on these questions so that all credit 
bureaus could standardize their reporting. Here again 
the responsibility is greatest on the credit manager. 


References Should Be Answered at Once 


References should be answered in a matter of hours 
not days. Installment credit bureaus, under their system 
of direct calls, provide much faster clearing of references 
than credit bureaus. Why is it that a member of both 
credit bureaus will answer the inquiries from the in- 
stallment association while its member holds the line, or 
within an hour or two, yet insists that the credit bureau 
send the majority of its requests by messenger? Why is 
it that some members always complain at peak periods be- 
cause of the increase in references. Of course, references 
increase when the busy season comes along. Allowance 
for extra clericals should be made in the budget to process 
the increased load. This, too, is a one way credit street 
with some bureau managers. They demand prompt serv- 
ice but they do not give prompt service. Prompt service 
is the very essence of continued growth in volume in the 
credit bureau, and prompt service depends largely on its 
members. Obviously, the prompt return of references by 
the credit bureau is as important as the immediate de- 
livery of merchandise to the customer visiting the store. 

To give such quality service is going to be more of a 
problem in 1951. Increased efficiency of systems and 
employees is required. If the experience of the last 
World War is to be repeated, and as our defense produc- 
tion increases, we are in for conditions where your top- 
drawer employees will be attracted to others by higher 
pay and other privileges. The trained employee is trans- 
ferring, and will continue, to go into higher paying 
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detense jobs. This means more training of employees all 
along the line, in members’ offices as well as in the credit 
bureau. The credit bureaus will find it necessary to 
repeatedly instruct members on services, prices, answering 
references, reporting delinquent notices, etc. They will 
have to keep training their own employees. Otherwise, 
the entire credit system will deteriorate. It did during 
It has to be 
modernized. It ought to be considered from every angle 


the last war as the system is not flexible. 


and the wasteful unnecessary and dated parts of it 
eliminated. Credit bureau supervisors and credit de 
partment employees of members who contact the credit 
bureau can help to make improvements in operations. 
They should meet in the credit bureau occasionally in 
the evening to discuss procedure. It is amazing how such 
a simple thing as knowing what service to request is 
fumbled by poorly trained employees. 

All service, however, is not under control of the local 
bureau manager. There are requests to other credit bu 
reaus. Although a tremendous improvement in inter- 
bureau reporting has been made in the past few years 
there are still too many 16 to 15 day clearances and re- 
ports received from all of us. There are still too many 
bureau managers, and some in large cities, who consider 
the request from another credit bureau as the last one to 
answer when it should be answered before those received 
from its own members. Credit managers should insist 
that this be done. How can a bureau expect to give you 
prompt service from another bureau if it does not give 
prompt service to the other bureau. If other bureau re- 
quests are a nuisance, something to use as fill-in work 
then inter-bureau reporting should be discontinued as it 
is practiced today. Those bureaus that do give prompt 
service generally should not suffer condemnation because 
of those who do not give prompt service, generally. 


Problems of Inter-Bureau Service 

As credit managers, you are vitally interested in all the 
problems of inter-bureau service. The points of informa- 
tion hereafter mentioned are deterrents to increased 
volume of credit bureaus. I know that you can help bu- 
reau managers solve the shortcomings in national service. 
If you are from a city where credit bureau managers 
answer other credit bureau inquiries on the same day 
that they are received, or on the following day in most 
cases, then the following remarks can be ignored except, 
we hope, to enlist your cooperation to improve the whole 
system. Nor are we concerned with the occasional lapse 
in service due to an emergency or to the human error. 
Or the slowness that occurs just before Christmas. All 
service slows at this peak period. It is a pity that it does, 
but it is just impossible to handle such terrific traffic 
promptly in so short a period of time with many tem- 
porary employees. All of us fail to reach our goal at 
times no matter how hard we try. Whether the inquiry 
is received direct from a credit bureau or from a con- 
tractor of Credit Bureau Reports, Inc., the sender is a 
customer of a national business. And this national busi- 
ness is in sharp competition with other national suppliers 
of credit service. 

But, the competitor does not supply customer paying 
experiences, perhaps some of you are saying to yourself. 
True, but do not delude yourself that they will continue 
to use credit bureau service, if it is too slow, just to get 
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paying experiences. In due time, they will give their 
business to the firm who gives them the most satisfactory 
service. Credit bureaus are losing thousands of dollars 
of business every year due to their inability to supply 
adequately a truly national reporting business. Let me 
illustrate. Please understand that this is no criticism of 
the management of Credit Bureau Reports Inc It a 
criticism of all of us who are responsible for credit bureau 
service. 

Segment of a National Business 


A petroleum company in New York, along with other 
petroleum companies, is ordering well over $10,000 in 
credit reports yearly from private companies other than 
credit bureaus. They really prefer credit bureau reports 
Then why do they use others? Because after months of 
unsuccessful attempts to obtain prompt service through 
Credit Bureau Reports from other credit bureaus, they 
switched to other agencies who give them the service they 
want in their particular areas. The credit bureau man 
agers forgot that they were a segment of a national busi 
ness and that they must serve its customers according to 
national policy. They expect their charter from the na 
tional organization to protect them from their own poor 
service. They insisted on retaining their individual in 
dependence of action on national business. They won. 
Their system and perogatives were upheld, but they lost 
the business. There should not be individual policy de 
cisions where national business is concerned. We comply 
with the rules and produce the product as sold or we do 
not. The H. K. Ferguson Co., Engineers and Builders 
advertise a worldwide service: One contract; one organ- 
ization; and one responsibility. Our national business 
can very well adopt these aims. Unfortunately, there is 
very little that the administrators of the national offices 
can do to force compliance with rules and regulations, if 
a credit bureau manager refuses to abide by them. Other 
credit bureau managers can do something about it, and it 
is about time that they did. It is their responsibility. 
This loss of business by a few bureaus effects the volume 
and efficiency of all credit bureaus. 

Another source of income is the use of the collection 
department of the credit bureau. Every credit bureau 
should have a collection department. Every credit man- 
ager should be interested in the establishing of one. Here 
again, we have a partial national business up against well 
organized competition. All members of the credit bureau 
should support the collection department. The credit bu- 
reau belongs to its members. It is an expansion of their 
It is not a separate and private 
business. Not to use all of its departments to the fullest 
seems wasteful and expensive and keeps the community 


own office procedure 


credit policy constantly stirred up so that it never reaches 
maximum efficiency. 

The collection department of a credit bureau really 
starts during the members’ dunning procedure. Referring 
the account for collection should be an automatic step in 
the members regular procedure. Since all collection 
claims are posted in the credit bureau master file, the 
efficiency of the master file is enhanced materially when 
100 per cent of outside claims are given first to the credit 
bureau. Increased collection commission income off-sets 
decreased credit inquiry income. You meet your own 
deficit. 

(Turn to “Credit Problems,’ page 30.) 
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Problems of the Small Credit Bureaus 


BURDETTE D. GARDNER, Manager, Credit Bureau of Hornell, Hornell, New York 


HAVE CANVASSED several managers of 

small credit bureaus to obtain information 
which could be used to present some of the prob 
lems of small credit bureaus. Their answers in 
dicated that there are three important problems 
that concern credit bureau operations, namely: 
gathering credit information; furnishing credit in 
formation; and selling credit bureau service. 

In the phase of gathering credit information, probably 
the most common problem is our inability to get actual 
trade experience. Too many people are reluctant to 
give their actual credit experiences in terms of dollars 
and cents. They report their dealings as good, poor, 
swell, lousy or something else. This manner of reporting 
causes a great deal of misunderstanding among members 
who do check their ledgers on each inquiry. Members 
using any volume of reports do not like this type of 
credit information, and they wonder why we accept it. 
We can only tell them that we are reporting bureaus 
and must report the information as it is given to us. 
However, we assure them that constant attempts are 
made to impress the offenders with the importance of 
furnishing actual trade experiences. Quite often the 
violators become indignant at such attempts. They 
imply, ‘““We are telling you everything, when we say 
good, bad or something else.” Being in the middle, bu 
reau managers are anxious to correct this problem to the 
mutual satisfaction of all concerned, but it is going to be 
a big job. Their attitude indicates a definite need for an 
educational program, so they can better understand credit 
control. Such a program must, of necessity, be directed 
to small business. Whether or not they will accept it, is 
another problem. Surveys have shown that many small 
businesses are one- or two-man operations. They have 
not taken nor will not take time to check their ledgers. 
They report their experiences from memory and opinion, 
which are not too accurate. 

In analyzing the reason for not cooperating, we have 
found that many of these small businessmen are com 
paratively new in the field. During their business tenure, 
they have been moderately successful and have not been 
exposed to the peaks and valleys experienced in a longer 
term business cycle. Our job would be comparatively 
simple, if it were mandatory for all credit business to 


furnish current information to the bureau. However, 


if we were to insist on this type of cooperation, we would 
have fewer members. More could be said on this sub 
ject, but this discussion of this problem can be concluded 
without further qualification by saying: “Our problem 
in not getting actual trade experience is caused by dis 
interested people who are not acquainted with the value 
of complete credit information.” 

The second problem of gathering credit information 
concerns the developing of trade and employment in 
formation in outlying territory. In bureau language 
this is “O” territory. Here again, we must deal with 
many small businesses or small banks who cater to neigh 
borhood or near-by community trade. Some of them, for 
some reason, imagine themselves as protectors of the 
buying habits and guardians of credit information for 
the people living in their area. When we contact them 
and ask the usual questions necessary to furnish a credit 
report, they insist on knowing who is asking for the 
information and how much credit they are asking for 
When we refuse to identify our client or to specify the 
amount, they refuse the information. In some cases the 
reason they want this information is to accuse the cus 
tomer of taking his business elsewhere. They take the 
same attitude and action when they have a direct inquiry. 
The number taking this stand are few, but those few can 
do a lot of harm. So, we have to be very careful of 
these people in making credit investigations. Small bu- 
reaus have the job of convincing these people of the 
value of cooperation in exchanging credit information. 
They must realize the importance of confidential han 
dling. They should know that information used to con- 
trol credit is not restricted to any community. It must 
be universal, as all business is in competition for the 
earned dollar of the credit-seeking customers, no matter 
where they live. 

Another point is, often those who are willing to co- 
operate with the bureau are restricted by telephone ser\ 
ice. Their telephone service is usually a party line and 
they will not give detrimental information over the 
phone. In these cases, we must write for the information 
which slows down the reporting time service. 

Addresses too can be confusing. Often the address is 
given as an RD out of some town or village. After in 
vestigation, we find the town or village shown in the 
address is not the trading point for the subject of in 
quiry. Unless references or other identifying information 
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s furnished, we sometimes have a hard time developing 
a credit report. In spite of the feeling, by some people, 
that we know everyone in our bureau area, it is surpris 
ng to note the number of requests we receive on people 
we have never heard of. It is also true that many of 
these requests concern people living some distance trom 
our bureaus and our correspondents 


To save time and money, small bureaus need all pos 
sible identifying information. So, to solve this problem, 
please furnish all possible information to your bureau, 
who in turn will furnish it to the reporting bureau 
especially if it is located in small bureau territory. The 
process of having to dig for all the credit information is 
expensive and contributes much to the operating costs of 
a small bureau. 

There are Two Problems 


In the phase of furnishing credit information, there 
are two problems. The first one is the way some mem- 
bers handle the information furnished by the bureau. In 
spite of warnings, contract agreements and _ limitation 
clauses to keep the information confidential, they still 
tell or show the customer the information. This gives 
the bureau and cooperating members a black eye in the 
customer’s mind. Many bureau managers cancel their 
memberships for such a violation, but others are hesitant 
to take such action. It seems dues-paying members are 
at a premium in their locality. In discussing this viola- 
tion, bureau managers point out the dangers of their 
action and possible effects on customer and bureau rela- 
tions, but they are not impressed. 

The second problem of furnishing credit information 
concerns members who do not know how to analyze the 
information furnished by the bureau. Small bureaus, 
try as they will, do not seem to be able to convince these 
members of the basic rules used to make credit decisions. 
Often, after furnishing a complete credit report, we are 
asked, “Well, are they good or bad?” 

We try to have credit schools but they will not attend. 
We furnish pamphlets and other information but they 
will not read them. We do not know the answer, but 
we think we know the reason. Their understanding of 
credit seems to be based on the belief that customers are 
If a customer will trade with them, he must 
be honest. In checking the accounts of many small 


honest. 


businesses, this fact has been established, “As long as 
customers trade with them they are good pay, no matter 
what the balance is, how they pay, or how they intend 
to pay.” 
Six Important Problems 

Briefly, the problem here is, no credit training. 

In the phase of selling Credit Bureau service, we have 
some dandy problems: 


1. “We don’t need the service; we know our cus 
tomers.” 

2. “Why should I help my competitor to collect his 
bad accounts ?” 

3. “I had the service once and you called us too much 
and we never called you.” 

4. “We don’t charge you for information, why should 
you charge us = 

5. “That account I called you about went sour. Yes, 
you gave. me detrimental information, but you didn’t say 


it was bad 


6 It vou w guarantee me that there would be 
Osses l will join 


> 


Sound silly, don’t they But they are problems in th 
day-to-day operation of a sn all credit bureau 

Here are some of the reasons for these interpretatior 
Too many of the businesses are operated as a job tor 


As long as 


they can pay their current obligations and have a few 


the owner, not a pront in the economic sense. 


dollars left over they have no desire to change their 
policy. The market may be available, but they do not 
seem fired with any desire to get more business volume 
They are quite complacent. 

Then there is an opposite of this type The ones who 
go after everything in sight. Volume and more volume 
is their objective They spend money and time for 
promotional schemes, advertising programs, etc. ‘They 
attend pep meetings to better understand customer re 
lations and salesmanship. But when we try to sell bu 
reau service, they have no need, no time or money. 

The problem for small credit bureaus is How to 
prove to these businessmen that cash or sound credit 


We think 


competition is part of the answer for their uncooperative 


extension is the end-result of all their effort 
attitude. Surveys have shown that when competition 18 
severe, all the know-how of the trade must be used to 
stay in business. Keen competition demands keen business 
sense, and these people will use services, including credit 
bureau service to protect their dollar. Where there is less 
competition, improvement and protective services are in 
little demand. xk 
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Women at Work 


MRS. PAT HUGHES, Credit Bureau of Birmingham, Birmingham, Alabama 
Past President, Credit Women’s Breakfast Clubs of North America 


FTEN, when driving down the street we 

see a sign that reads “Danger—Slow—Men 
at Work.” It seems there are always streets 
under construction with such signs displayed. 
Sometimes we are inclined to make a joke of 
these signs, but actually we do understand their 
meaning. I do not recall ever having seen such 
a sign regarding women, but we must realize 
that, from the beginning of history, women have 
been workers and they will be workers as long as 
the wheels of time continue to turn. We need 
only to go back to the late 19th century and the 
turn of the 20th century to begin the history of 
the progress of women in business. Up to that 
time, the thought of any woman taking an active 
part in business was considered unwomanly. 
Their place was in the home. There are a few 


who continue to feel this to be true, but they are 
in the minority. 


A little more than a century ago, women went into 
the cotton mills, but they were chaperoned. Our first 
telephone operator was Emma Nutt of the New Haven 
Telephone Company, who started her career in 1878. 
Today our telephone operators are almost exclusively 
women. With the invention of the typewriter, the bars 
came down and women surged into industry and business. 
In the early 90’s women were called upon in increasing 
numbers to operate the new devices of typewriters, ad- 
dressographs, filing cases and card systems. Women had 
made themselves so useful by their self-developed tech- 
nique that in increasing numbers or cases they were given 
larger and larger responsibilities. ‘They have proved they 
have something to contribute to business. 

Not too many years ago, our mothers and grand- 
mothers made their own bread, spun and wove the cloth 
with which clothes for the entire family were made. 
Now, with the aid of The Federation of Women’s Clubs 
and the National Council of Women, much has been 
done to relieve the housekeepers of these heavier tasks. 
We not only buy our bread, buy the cloth to make our 
clothes or buy them ready made, but we actually send 
out our laundry so that we may have more time to devote 
to our careers. Women have not only invaded the busi- 
ness field, but the professional fields and art, and have 
made great strides in these fields. 

During World War I, millions of women were drafted 
to take the places of armed men and they went into the 
field of work that had been done by men. We found 
mechanics, technicians, photographers, engineers, con- 
ductors, operators of small businesses such as tea rooms 
and shops, in fact almost every type of business known. 
This was repeated during World War II. During both 
wars, we have played a big part. At the present time 
about 97 per cent of the stenographers are women. 
Women hold a monopoly on office jobs including junior 
and major executive posts. Women have made a place 
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for themselves in the business and professional world. 

I must admit we have not made such strides in the 
political world, but we have done right well. Although 
not one State in the Union boasts a woman governor or 
lieutenant governor, there are 10 women now in Con- 
gress. Not a great percentage when you consider there 
are 521 men. In our Senate there are 95 men and only 
one woman. In the House of Representatives there are 
426 men and 9 women and there are 217 women serving 
in our State Legislatures versus 7,260 men. When I 
think of some of the governors and other high officials 
we have, I am proud to say I know of some women who 
could do a much better job. If we had the same per- 
centage of women on Capitol Hill as there are in the 
new nation of India, we would have 85 women instead 
of 10. 

Today, women control over 70 per cent of the nation’s 
private wealth; they control over 65 per cent of the na- 
tion’s savings accounts; they own one-third of all in- 
dustry; they disburse over 85 per cent of the nation’s 
consumer goods; and they make up over 29 per cent of 
America’s total working population. Over 325,000 
women operate their own businesses. 


“Charge It’”’ a Household Phrase 


Today we live in a credit world. Credit is a dignified 
way of buying; it is essential to our way of living. It 
is only within the last half century that women have 
taken an active part in credit departments. Many who 
started out as a clerk or a stenographer were slowly 
promoted to that of assistant and today we find many 
of them who have become credit managers. 

Probably the most vital el..aent in modern business 
today is that of credit. The words, “Charge it,” have 
become a household phrase. Those words are used and 
misused by the rich and poor, the young and old, regard- 
less of race, creed or color. The use of credit is worth 
while when it advances the long-time objectives of the 
individual or the family. The three C’s of Credit are 
familiar words to all of us but authorities all agree that 
willingness to pay and character are the first requisites 
when considering the extension of credit. Although a 
person may have capacity and capital, a lender will not 
make a loan or a dealer will not sell his goods unless 
he believes the applicant will keep his promise to pay. 

Now let us consider the part women are playing in 
this credit fraternity. How did we get into the picture 


and why? 


Women are, by nature, sympathetic and 
adapted to detail work. In any credit office there is much 
detail work. The taking of an application requires much 
detail work and so does every step until the account is 
actually collected. Women are adapted to this kind of 
work; maybe we are a little more fussy about details than 
the men. 

A woman in a credit department should have that type 
of personality which will inspire confidence in her cus- 
tomer and her employer. Dealing with our public, we 
(Turn to ‘Women at Work,” page 30.) 
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The Fellows Who Squeeze the Lemons 
Deserve a Fair Share of the Lemonade 


LOUIS SPENCER, General Manager, Collection Service, Oakland, California 


HE GARDEN of sweet expectations, as 

every credit granter knows, is the place 
where the sourest fruit so often grows. . Thus, 
risks are calculated with the most exacting skill 
and the ground is cultivated with a premeditated 
will. Then, despite precautions taken, some 
lemons will appear. Credit gardeners know it, for 
it happens every year. No matter how they plan 
to grow nothing that does not suit, they always 
have to reckon with some sour and acid fruit. 

But, astute credit granters do not mutter 

“what’s the use?” They know that ’most all 
lemons contain a little juice. They know 
from the juice comes palatable lemonade. 
know by sharing the potential juice, “juice sal 
vagers” can be paid. They waste no time repin 
ing; they renew their expectations. They wisely 
set in motion the harvesting preparations. The 
lemon juice collectors of 
cooperate effectively. 


f great renown and fame, 
The result is always gain. 


A Matter of Serious Consideration 


The foregoing light and whimsical paragraphs are in 
tended to gently lead the reader to face a matter worthy 
of serious consideration on the part of credit granters, 
credit managers and collection firms. Whims will, there- 
fore, be discarded in favor of some factual data and 
truthful information, that should both astonish and warn 
In an attempt to learn the bad debt trend we wrote to 
the Department of Commerce for the recorded figures 
Following is their reply: 

“In 1945, $407,112,000 in bad debts were reported to 
the Bureau of Internal Revenue on the income tax re 
turns of corporations, partnerships, and sole proprietor- 
ships. For 1947, corporations and partnerships reported 
$782,479,000 in bad debts and if one makes a reasonable 
estimate for the bad debts of sole proprietorships, the bad 
debt total for 1947 would be over $900 million.” 

The report indicated that there was an increase of 
approximately $492,888,000 in bad debts in the two years 
between 1945 and 1947. However, as the years 1948- 
1950 saw greater competition in business, with the con 
sequent relaxation of credit terms and restrictions, it is 
certain that the annual amount of bad debts continued 
upward by leaps and bounds and that a billion or more 
dollars is the annual bad debt total for later years. In 
the vernacular of the average credit granter, this means 
To the organized, affiliated 
collection firms in the nation, it means they are not likely 


entirely too many “lemons.” 


to be out of work in the immediate future, unless, of 
course, they elect to retire, or commit commercial suicide 
by accepting claims for collection at rates too low 

At the present time, conservative estimates based on 
available figures indicate that the organized, affiliated 
collection firms in the United States are salvaging be- 
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tween 100 and 200 million dollars annually trom bad 
debts assigned to them for collection As should be ex 
pected their productive record is on the upgrade and it 
will continue to ge up just so long as the bad debt croy 
increases and so ng as the collection firms are et 
couraged to risk their time and money in their venture 
some activities 

On the other hand, there are factors presently involved 
that must be understood and guarded if the collection 
fraternity is to make the progress it wants to make and 
credit granters should pray that it will ike 


Always a risky business the collection business has 


become a great gamble in this period of inflation. Its 
cost of doing business has been in lock step with the in 
ro 


, ' 

lated prices and costs that prevail. It is unable to pass 
11 

on to the public any part of its increased business costs. 

It is confined in a 


se consisting oT Its overhead osts on 


one side and its ited commission rates on the other 
In order to live 


possible without sac rificing ettective service and it must 


breathe, it must keep costs as low 


permit commission rates to become smaller than they 
ire at this time. Credit granters and their credit man 
iwers can better understand the situation when it is ex 
plained that the rate of commission on forwarded claims 
is exactly the same it was 28 years ago when I entered 
the collection busines Think of the way that practi ally 
every other service and commodity has risen in price dut 

t 28 vears 


In view of the statistics quoted, it is plain that the 
nation’s credit granters and collection firms need each 
other Without one, the other is in trouble While 
credit granters may thoughtlessly feel that they can get 
along without the organized, affiliated collection firms, 
the question is at le ist debatable. At a great cost to 
themselves, collection firms of the country have devoted 
years in perfecting an inter-related network of collection 
offices throughout the nation. They have spent hundreds 
of thousands of dollars to attract, educate and train 
personnel to cope with the bad-debt problem. They have 
set up collection machinery that functions wherever there 
are courts, thereby enabling the collection of a credit 
granter’s claim at any distance or in any state. They 
hove assessed themselves annually to provide funds with 
which to keep a pulse on the sort of legislation that is 
being constantly introduced affecting credit and collection 
matters and with which to combat legislation that is not 
in the best interests of credit granters 

Were the influence and efforts of the nation’s organ 
ized, affiliated collection firms to be removed for any 
reason, credit granters would feel the impact on their 
financial affairs instantly. Deplorable as the present bad 
debt problem may be, it would be definitely worse until 
Much of 
what has been written is old to well-informed credit 
granters and credit managers. 


the vacuum had been filled in some manner. 


But, this commentary is 


(Turn to “Share of Lemonade,”’ page 29.) 
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What the Boss Expects of a Credit Manager 


SYLVAN HOLSTINE, President, Gus Holstine Dry Goods Company, Lima, Ohio 


HAT DOES a boss expect of a credit manager? 

Whatever I say is my own opinion and does not 
in any way reflect the thoughts of any other boss. I will 
tell this to you as if 1 were interviewing a new credit 
manager and to put over my ideas I have divided them 
into three groups or categories. 

Category No. 1. 1 expect my credit manager, first, 
last and always, to have a smile; to have a sweet, pleasing 
face; be neat and clean; have a pleasingly soft, yet con 
vincing voice; and above all else be one of those individ 
uals who does not talk too much. Now, let us analyze 
these requisites. They are not only simple but so prac- 
tical that they would really cover any one that I would 
hire and any one who would want to be hired. Neatness 
is a matter of habit and pride. A smile means so much to 
those you are interviewing as it makes them feel at home 
and not in a court being cross-examined. A smile is so 
easy to do and it costs nothing. In the credit business 
a soft, pleasing voice is certainly a must. 


Courtesy Is Really Important 


With that smile and soft, pleasing voice you will find 
courtesy and that is really important too. Yet I did not 
mention it in the category because I know it will be there 
if the smile is there. It is these qualities that gives the 
customer immediate confidence in you. She feels like 
talking and when she does you get the history you want 
without probing. It works twice as good with men 
Once you give them that smile and soft voice, you can 
usually secure the desired information. On the other 
hand, if you have no smile, and if your voice is harsh, 
what happens? The customer, man or woman, immedi- 
ately takes a dislike to you, information is hard to get, 
and the more you question her, the more difficult she be- 
comes. Although she might dislike you for the moment, 
she dislikes the store and she has forgotten the one she has 
talked to. It is the store she is angry at and she will 
possibly say, ““That’s some store. I wouldn't go in there 
again on a bet. Why they should have such an unpleasant 
credit manager is beyond me!” Actually you have not 
done anything terrible, but because there was no smile, 
no pleasing voice approach, you lost a customer and made 
her angry at the store. 

And what do I mean about talking too much? Like 
the salesman who talks himself out of a sale, you too can 
talk yourself out of a good account. Be a good listener, 
you will be surprised how much you learn by allowing 
the other fellow to do the talking. 

Category No. 2. I like and expect a credit manager to 
have these qualities, intuition, judgment, understanding 
and common sense. I believe they are simple requisites 
yet so important in being a credit manager. By intuition, 
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I mean you must listen to your customer, study her as she 
is talking and then be able, in your own mind, to arrive 
at a decision whether that party will make a good credit 
customer or not. You might say, that is not intuition, 
that is judgment. I do not think so. Judgment is where 
you have all the information and it is a borderline case 
and you must be the judge whether it is better to lose a 
sale or take a chance. Speaking for myself, | will accept 
the judgment of losing a sale any time against the worry 
of collecting. Let someone else have that werry. Also 
judgment comes in when you wonder how high is high 
that is, when to allow more credit in view of payments 
and when and who to stop on credit. 


And now, how about having the knack of being under 
standing? I like the credit girl who can read over a 
customer's history, see possibly some bad reports in years 
gone by, but yet be able to understand the circumstances 
of that report. She would weigh the fact that perhaps 
when this particular family started out, they would buy 
too much, would go in a little too deep, then doctor bills 
interfered and they fell behind in their intentions. From 
the record she can see that what they bought were family 
necessities, not wasteful things they perhaps could not 
afford, yet, after plodding along they finally paid up. An 
efficient credit girl will understand a report like that and 
not hold it against that customer and give them a chance 
to show what, in her judgment, was purely circum- 
stantial, because all through that report you could under- 
stand that the customer made an effort to have good 
credit. Put these all together, intuition, judgment and 
understanding, stir them thoroughly and what do you 
have, common sense. I am convinced that any credit 
manager who uses her good common sense and does not 
go strictly by the letter of the credit history will go 
further to make good credit customers for her employer 
than anything else. I like the credit manager who talks 
common sense, dresses in common sense and acts it, be- 
cause then she will use it in selling good credit. 


Qualities of a Credit Manager 


Category No. 3. 1 expect, if possible, that a credit 
manager be a good saleslady, a good personnel relations 
lady and be able to counsel and be thorough. These last 
requisites are so simple, so necessary, that if you like the 
work as credit manager you will do them unconsciously. 

I want a credit manager to be a good saleslady, be- 
cause, if she must turn the customer down, she should 
make a friend out of her by selling her the merchandise 
she has chosen whether for cash or the idea of placing it 
on a layaway plan or if she cannot do either she must 
tell her, in plain, simple language, why she cannot open 
the account, by being truthful as well as helpful. I have 
seen it time and time again that by taking a little extra 
time and being helpful to the customer you turn down, 
pointing out to her the value of sound credit and that 
you are really doing her a favor by refusing her that she 
will think it over, appreciate it and be a friend of the 
store and possibly after a little straightening out come 
back another day and make a good charge customer. 
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Now, why must you be a personnel relations lady? 
Secause you must think of the salesperson who sold the 
merchandise to the customer that you are going to refuse. 


} 


After the customer has gone, and this applies parti ularly 


larger sales, you must pacify that salesperson to trv a 
new approach to make the sale. He has talked to the 
customer spent his time, he knows the customer better 
than you do and in spite of everything, still thinks that 
customer is good and the salesman is possibly sore in 
osing the sale, but you can do a job right there tor your 
employer and yourself by showing the salesman why the 
turn-down and at the same time convince him that you 
did it nicely. And if he is wide awake he can go back to 
that customer and at least make a good try at selling him 
gain on another plan. ‘This is a touchy job both to the 


lovee. You must have the 


customer and the fellow em 


*) 
'} 
a! 


ibility to make them both feel good. 

You should be able to consult with your boss or your 
fellow credit manager about unusual cases, especially 
those you think that in making a credit decision, two 
heads are better than one. You should be able to counsel 
with the customer too 

And now, the last requisite is that of being thorough. 
That is a smart rule for any credit manager to follow 
No detail should be too small to investigate in deciding 
mm customers’ credit. Certainly there are always reasons 
why one cannot pay or why one is trying to overbuy, ot 
why an account is going haywire. In being thorough, 4 
credit manager can do plenty of smart probing in opening 
wccounts and a customer will never realize it. A thor 
ough credit manager, above all else, will never take 
things for granted, but will always make sure. 

So, there you have my ideas of what makes a good 
credit manager. Other bosses might approach their 
requisites in a different manner. Call them something 
else, but in the end they will all add up to practically the 
same thing. And now, what should a boss do in relation 


> 


to his credit manager It is very simple. 


The Boss Must Not Interfere 


He must let her alone and let her decisions stand, once 
she has made them. I feel that if there is anything that 
spoils the morale, or the confidence, of the credit manager 
it is to change the decision over her head even though the 
boss might think she has misjudged a particular case. I 
feel a boss should never give cause to make a credit man 
ager unsure of herself. Do not forget the credit man 
ager is giving credit, and is spending the boss’s money 
without actually getting anything for it. It is not like a 
buyer buving merchandise. He gets something for the 
boss’s money, but once credit is granted you are giving 
the boss’s merchandise away without any guarantee of a 
return except a promise to pay. 

Except on rare occasions, and they are very rare, do I 
ever open an account or change a decision. I believe my 
credit girls will back me up on that! I am usually wrong 
and then I am embarrassed. And, last but not least, a 
boss should be able to take a loss because no one is pertect. 
We all make mistakes as can a credit manager, so if it 
happens, that is when the boss should be able to smile 
even though it hurts as the boss must remember that he 
too has misjudged. ane 
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Blue Book 

of CREDIT 

DEPARTMENT 
TITERS 


This 48 page booklet has just been pre- 
pared by the Educational Department of 
the National Retail Credit Association to 
meet the needs of the busy retail credit 
granter. It is completely new and offers 
you a model letter for almost every con- 
ceivable letter writing situation that can 
arise in the credit department. 


There are five divisions of the booklet: 


Credit Sales Promotion Letters. 


Acceptance and Declination of Credit 
Application Letters. 


Collection Forms and Letters. 
Adjustment Letters. 

Miscellaneous Credit Department 
Letters. 


In addition there are ten pages of com- 
mentary on specific correspondence mat- 
ters. Each letter is written for a special 
purpose. Indexed for instant reference. 


If your correspondence problems are 
taking too much of your time, this better 
letters counsellor is just what you need. 
Send for your copy today. 


$1.50 





NATIONAL RETAIL CREDIT 
ASSOCIATION 
375 Jackson Ave. + St. Louis 5, Mo. 
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National Membership Activities 





Roll of Honor 


Here is the roll of New National Units which have 
been organized since June 1, 1950: 
City 

Carrollton, Texas 
Lewisville, Texas 
Salt Spring Island, B. C., 
Canada 
Bainbridge, Georgia 
Merced, California 
Kimberly, B. C., Canada 
Burlingame, California 
South Gate, California 
Tracy, California 
Raymond, Washington 
Kitchener, Ontario, 
Canada 
Renton, Washington 
San Jose, California 
Madera, California 
Ventura, California 
Palo Alto, California 
Stockton, California 
Redwood City, California 
Havre, Montana 
Riverside, California 
Burlington, Iowa 


Date 
19, 1950 
1950 


Aug. 
Aug. 


1950 
, 1950 


Aug. 25 
Aug. : 
Sept. : 
Nov. 
Nov. 
Nov. : 
Nov. 2 
Dec. 


Nive & “Iho 
lie we ie 


20, 1951 
March 23, 1951 
April 2, 1951 


Old Associations reporting 10 or more new members 
since June 1, 1950 to April 25, 1951: 
Districts 

Bridgeport, Connecticut 
Springfield, Massachusetts 
Providence, Rhode Island 
Montreal, Quebec, Canada 
Trenton, New Jersey 
Elmira, New York 

New York City, New York 
Orlando, Florida 

Atlanta, Georgia 

Johnson City, Tennessee 
Knoxville, Tennessee 
Nashville, Tennessee 


MORE SALES ... Through Charge Customers 
We Can Get You 


OR MORE 
Vy re tharge 
Customers 


Members 





iY a.jJ. woop & COMPANY 
', 1518 Walnut Street, Philadelphia 2, Pa. 
’ Lad 
wuannet « opauon « artirune /(eseatch 


Districts 

5 Toronto, Ontario, Canada 
Cleveland, Ohio 

6 Winnipeg, Manitoba, Canada 
Des Moines, Iowa 
Minneapolis, Minnesota 

7 Wichita, Kansas 
Kansas City, Missouri 
St. Joseph, Missouri 
St. Louis, Missouri 
Amarillo, Texas 
Beaumont, Texas 
Dallas, Texas 
Houston, Texas 
Irving, Texas 
Waco, Texas 
Galveston, Texas 
Denver, Colorado 
Pueblo, Colorado 
Albuquerque, New Mexico 
Salt Lake City, Utah 
Calgary, Alberta, Canada 
Edmonton, Alberta, Canada 
Chilliwack, B. C., Canada 
Haney, B. C., Canada 
Mission City, B. C., Canada 
Prince Rupert, B. C., Canada 
Vancouver, B. C., Canada 
Moscow, Idaho 
Butte, Montana 
Coos Bay, Oregon 
Portland, Oregon 
Longview, Washington 
Seattle, Washington 
Spokane, Washington 
Tacoma, Washington 
Bakersfield, California 
Los Angeles, California 
Oakland, California 
Palo Alto, California 
Sacramento, California 
San Francisco, California 
Honolulu, Hawaii 
Washington, D. C. 
Wilmington, Delaware 
Baltimore, Maryland 
Silver Springs, Maryland 

2 Philadelphia, Pennsylvania 
Pittsburgh, Pennsylvania 

13 Madison, Wisconsin 


New members reported by Districts from June 1, 1950 


to April 25, 1951: 


Districts 


Total 


Please Mention The CREDIT WORLD When Writing to Advertisers 


Members 


Members 


16 
19 
18 
24 
19 


91 


290 
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Credit Women’s Breakfast Clubs 


of North America 
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THIRTEENTH ANNUAL CONFERENCE 


The Stevens Hotel. Chicago, Illinois. June 24-28, 1951 


- 


Program eoveeennnnny 
CG 
Sunday. June 24... 


9:00 A.M.—REGISTRATION. 

12:30 p.m.—Pre-ConFerRENcE Boarp LuNcH 
EON MEETING, INTERNATIONAL 
Orricers, CHAIRMEN AND [Dis 
rrict Presipents, Private Dining 
Room No. 4 


Monday. June 25... 

7:45 a.Mm.—ANNUAL Breakrast, North Ball 
room 

10:00 AM First Session, Business Meerinc 
North Ballroom 

2:00 p.m.—Crepit Forum, Grand Ballroom 

8:00 p.m.—Crty Sticker Nicur, North Ball 


room. 


Tuesday. June 26... 


8:45 a.m.—GENERAL Sessions, Grand Ballroom 
2:00 p.m.—Group Meetincs 


Wednesday. June 27... 


8:45 a.m.—GENERAL Sessions, Grand Ball 
room. 

2:00 p.m.—Grourp MEETINGS 

6:00 p.m.—DINNER AND SECOND SESSION, Bust- 
Ness Meetine, The Fair Store, 
State && Adams St 


Thursday, June 28 .. . 


7:30 a.M.—BRrEAKFAST FoR Newry ELectep 
INTERNATIONAL OFFICERS AND 
Junior Past Presipent, Private 
Dining Room No. 4. 

Gr NERAL SESSIONS, Grand Ballroc m. 

Post-CONFERENCE Boarp LuNcH 
EON MEETING, Private Dining 
Room No. o 

Group MEETINGS 

Grand BANQUET aND DANceE, 
Grand Ballroom 


Francie E. Rowe 
President 
Washington, D. (¢ 


H. Beatrice Hodnett 
Recordin Secretary 
Little } s, Arh 





Mrs. Lois Huey 
First Vice-President 


Secretary 
Austin, Texas 


Washington, D. ¢ 
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teeta 


Nelle Stombs 


Second Vice-President ‘ Financial Secretary 
Rock Island, Ill . Charlotte, N. ¢ 


Vivian D. Goley 


Mrs. Mabell Bliss Elizabeth M. Lynch 
Treasurer a Historian 


Portland, Ore Joston, Mass 
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PUBLIC RELATIONS 


BYRON H. CHRISTIAN, Professor of Journalism, University of Seattle, Seattle, Washington 


EFORE ATTACKING the subject of what public 

relations is, I would like to say what it is not. 
There are three common misconceptions of the function 
of public relations, which should be cleared. First, that 
public relations is some form of prestidigitation whereby 
the practitioner pulls miracle rabbits out of a hat and 
sets your public relations aright overnight. I have talked 
to more than a hundred groups about their public rela- 
tions; I have taught ten or twelve courses in the subject; 
I even had the temerity to write a book on public rela- 
tions, and frankly I can find no evidence of magic in it 
In my opinion, public relations is merely the application 
of common sense to the everyday problems of maintain- 
ing good relationships with other people. 

Secondly, that public relations is clever propaganda, 
publicity and press-agentry, and designed primarily to 
fool the public. Unfortunately, there is some basis to 
this charge because a lot of public relations, as practiced 
today, is just that. I am not denying the value of 
publicity in public relations work, but real public rela- 
tions goes much deeper than that. 

Thirdly, that public relations is something that 
emanates from an office with the sign “Public Relations 
Department” on the door. This is the gravest error of 
all. Public relations is everybody's job from top execu- 
tive to janitor. To your friends, YOU are your firm. 
What you say and do may mean the difference between 
good and bad public relations. Of all people, I should 
think that the credit man is the most important cog in a 
firm’s public relations, because he meets the public in a 
most exacting way and the wrong word or gesture can do 
irreparable damage. 

Well, if public relations is not these things, what is it? 
In general, it is merely getting along with folks, making 
them like you, respect you and want to do business with 
you. But, how do we achieve good public relations? By 
publicity, advertising, or promotion? ‘They will help, 
but first we must establish a base for good relations. 
Someone has said: “Public Relations is 90 per cent doing 
right and 10 per cent talking about it.” I agree with 
that heartily. 

So, I am going to erect six pillars of public relations 
to hold up your business structure. A weakness in any 
one of them can bring your business temple crashing down 
upon you. These are the things that you must do first 
before even thinking about publicizing your operation. 

Pillar No. 1. Public relations begins with the business 
policies under which you operate and the conduct which 
you display in everything you do. Arbitrary, unfair and 
indifferent policies and conduct can alienate more friends 
than full page ads in the newspapers can win back. 
Every firm should examine its fundamental policies and 
practices carefully to see whether they are a source of 
annoyance to people, and then move boldly to change 
them. 

Pillar No. 2. Public relations like good personal rela- 
tions depends on good appearance and good manners. 
First impressions are extremely important. They may 
outweigh later evidence to the contrary. A run-down 
business, an indifferent salesman, credit executive or re- 
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ceptionist can wreck good relations from the start. 
Remember 


the other person cannot see you smile over a telephone 


Equally important are telephone manners 


Most important of all, however, is the way you handle 
your correspondence. I know of no public relations 
emissary as good as the sincere personal letter. I was 
struck by the title of a magazine article recently: “How 
Many Letters Do You Write That You Don’t Have to 
Write?” 


They are the thank-you notes for a service rendered, the 


> 


What are the letters you do not have to write 


recognition of a job well done, or merely the note of best 
wishes on birthdays, anniversaries and other occasions. 
They are your public relations letters. 

Pillar No. 3. What do people think of you as a busi 
ness institution? Is your plant or store known as a goo 
place to work? A good place to do business in? If you 
do not know the answers to these questions, it pays to 
find out. Big business spends millions of dollars every 
year running surveys to find out what people think. It 
may be too much to expect small business to conduct sucl 
a survey, but it can be done through vour trade associa 
tions or by yourselves on an informal basis. Just g 
around and talk to people and ask them their frank 
opinions. Or let your employees tell you in unsigne: 
communications. You may be surprised at some of their 
conclusions, and you also may profit. 

Pillar No. 4. Remember your employees are the best 
public relations representatives that you have. Public 
relations must start at home. If your employees do not 
like you, do not blame them, blame yourself. Then do 
something about it. Employee loyalty is based on goo 
policies and conduct toward employees. If they do like 
you, they will spread the word far and wide. 

Pillar No. 5. Next to your employees, your most im 
portant public is your community. Business recognizes 
today that it must do more than merely contribute to 
community welfare drives. It must take active part in 
community building. Every executive certainly, and 
possible every employee should have some community in 
terest at heart, whether it be the Chamber of Commerce 
or the Boy Scouts. 

Pillar No. 6. All that has been said will be of no avail, 
however, if there is not sincerity and honesty of purpose 
behind your whole public relations program. Public rela 
tions is more than just the practice of the golden rule; it 
is the willing desire to give more than you receive. Some 
business men complain that they are giving more time to 
the public interest these days than they are to their own 
business. I am afraid that is true, and what is more | 
believe that this trend will continue. Business must serve 
the public first, or the public will vote business out of 
business. In fact, the future of the free enterprise sys 
tem may be said to rest on the public relations job that 
business will do in the next few years. 

These are the pillars of good public relations. If they 
are strong, then your publicity and advertising efforts are 
on a sound foundation. We can sum it all up by para 
phrasing Ralph Waldo Emerson: “What you are 
shouts so much louder than what you are saying, I 
cannot hear you.” bafialial 


BREAK THE THERMOMETER! 





PROGRAM HIGHLIGHTS 


37th ANNUAL INTERNATIONAL CONSUMER CREDIT CONFERENCE 
The Stevens Hotel, Chicago, Illinois, June 25-28, 1951 


Toasdey Morning, June 26... 


5—AsseMBLY—GRAND BALLROoM, Stevens Hotel 

COMMUNITY SINGING 

Sonc LEADER 
9 00—CALL TO ORDER 
“Welcome to the Conference” 

Clarence E. Wolfinger, Lit Brothers, Phila 
delphia, Pa., President, National Retail Credit 
Association 

INVOCATION 

In Memoriam 

APPOINTMENT OF COMMITTEES 
CONSTITUTION AND By-Laws 
RESOLUTIONS 
CREDENTIALS 
NOMINATING 

(Annual reports of Officers will be published in 
the July and August Crepir Wor.p) 

INTRODUCTION OF: 

Honorary Life Members 

Members from Other Countries 

Exhibitors’ Representatives 

Chicago Conference Committee 

10:15—“Sound Credit, Our First Line of De- 
fense” 

Henry H. Heimann, Executive Manager, Na 
tional Association of Credit Men, New York, 
mM. ¥- 

11:00—“The Man of Tomorrow” 

Arch R. Maulsby, Speakers Panel, Socony 
Vacuum Oil Co., Kansas City, Missouri. 

11:45—-ANNOUNCEMENTS AND ADJOURNMENT 


Wednesday Morning, June 27... 


8 :45—Ass—EMBLY—GrRAND BALLROOM, Stevens Hotel 
CoMMUNITY SINGING 
Sonc LEADER 
9 :00—RECONVENE 
Reports oF CoMMITTEES: 
FINANCE 
NoMINATING 
CONSTITUTION AND By-Laws 
CREDENTIALS 
9:45—Panel Discussion, “Credit Problems” 
Moderator, Royce Sehnert, The Wichita Eagle 
Wichita, Kansas 
PANEL—Alexander Harding, John H. Pray & 
Sons, Boston, Mass. 
Harold J. Schrupp, Standard Service Tire 
Co., Inc., Seattle, Washington 
W. J. Tate, Charles Ogilvy, Ltd., Ottawa, 
Ontario 
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A. C. Wehl, Gimbel 
Wisconsin 


11:00—“Effective Citizenship” 
Mrs. Ila Huff, Memphis, Tennessee 


11:45—ANNOUNCEMENTS AND ADJOURNMENT 


rman Morning, June 28... 


ASSEMBLY GRAND BALLROOM, Stevens Hotel 
CoMMUNITY SINGIN¢ 


Brothers, Milwaukee 


Sonc LEADER 
RECONVEN! 
AWARDS 
Miss Francie E. Rowe, President, Credit 
Women’s Breakfast Clubs of North America 
INTERNATIONAL ACHIEVEMENT AWARDS 
Harold A. Wallace, Executive Vice President, 
Associated Credit Bureaus ot America 
MemMBERSHIP AWARDS 
L. S. Crowder, General Manager-Treasurer 
National Retail Credit Association 
10:00—Panel Discussion, “Helping Credit Cus- 
tomers” 
Moderator, Ralph B. Kearns, Credit Bureau of 
Wichita, Wichita, Kansas. 
Panet—Crepit Bureaus 
Thomas Downie, Retail Credit Grantors’ Bu- 
reau, Ltd., Vancouver, B. C., Canada 
Bernard J. Duffy, Credit Bureau of St. Paul 
St. Paul, Minnesota 
Charles F. Sheldon, Philadelphia Credit Bu 
reau, Inc., Philadelphia, Pennsylvania 
Panet—Crevir MANAGERS 
H. C. Alexander, Belk Brothers Company, 
Charlotte, North Carolina 
David K. Blair, H. Liebes & Company, San 
Francisco, California 
S. E. Collegeman, S. Kann Sons Company, 
Washington, D. C. 
11:00—“You and Your Letters’’ 
William H. Butterfield, Director, University of 
Illinois Foundation, Urbana, Illinois 
Report oF ResoLutTions CoMMITTEE 
ACTION ON FINAL REporT oF COMMITTEE ON 
CONSTITUTION AND By-Laws 
UNFINISHED BUSINESS 
ELECTION AND INSTALLATION OF New 
FICERS 
INTRODUCTION OF OFFICERS 
AssociATep Crepir BUREAUS OF AMERICA 
Crepir Women’s BreaKFAst CLUBS OF 
NortH AMERICA 


12:30—ANNOUNCEMENTS AND ADJOURNMENT 
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Panel Discussion 


Credit Customors” 


37th Annual International Consumer Credit Conference 


44 mf 


The Stevens Hotel, Chicago, Illinois, June 28, 1951, 10:00 A.M. 


Moderator, Ralph B. Kearns, Credit Bureau of 


Wichita, Wichita, Kansas. 


PANeEL—CreDIT MANAGERS 

H. C. Alexander, Belk Brothers Company, 
Charlotte, North Carolina 

David K. Blair, H. Liebes & Company, San 
Francisco, California 

S. E. Collegeman, S. Kann Sons Company, 
Washington, D. C. 


Panet—Crepit Bureaus 

Thomas Downie, Retail Credit Grantors’ Bu 
reau, Ltd., Vancouver, B. C., Canada 

Bernard J. Duffy, Credit Bureau of St. Paul, 
St. Paul, Minnesota 

Charles F. Sheldon, Philadelphia Credit Bu 
reau, Inc., Philadelphia, Pennsylvania 


Questions 


1. The one detriment to prompt service in opening 
accounts is the slowness in answering credit refer- 
ences. In what time should a bureau expect a mem- 
ber to return answers on: 1. customer waiting re- 
quests? 2. rush reports? and 3. messenger service? 


2. Should a report of “No record” be referred to 
the credit manager or his assistant before being re- 
ported to the credit bureau? 


3. If members report past-due accounts promptly, 
is file information sufficient for most inquiries? 


4. Is it necessary to clear references on customers 
with a good record in file for two or more years? 


5. Typing reports and clearance answers are slow 
work and expensive. Is so much typing necessary? 
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Official Notice 


To All Members of the National Retail Credit Association: 


You are hereby notified that the 37th Annual International 
Consumer Credit Conference of the National Retail Credit 
Association will be held in the city of Chicago, Illinois, June 
25, 26, 27, and 28 1951, for the election of officers and four 
directors at large, and the ratification of directors elected by 
the respective districts, also the installation of officers and 
directors and the transaction of such business as may prop- 
erly come before the meeting. 


Officers Whose Terms Expire: 


President, Clarence E. Wolfinger, Lit Brothers, Philadel- 

ia, Pa.; First Vice-President, Royce Sehnert, The Wichita 

le, Wichita, Kan.; Second Vice-President, F. Wm. Johnson, 
Neiman-Marcus, Dallas, Texas; and Third Vice-President, O. 
Willard Frieberg, American Trust Co., San Francisco, Calif. 


Directors’ Terms Expiring in 1951: 


The terms of the directors for Districts 1, 2, 3, 4, 5, 6, and 
7, and four directors at large expire at the Conference. The 
directors elected by Districts 1, 2, 3, 4, 5, 6, and 7, will be 
ratified and installed for two-year terms and the four directors 
at large will be elected and installed for two-year terms. 

L. S. CROWDER 
Attest: General Manager-Treasurer 
ARTHUR H. HERT 
Secretary 
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6. If a credit bureau and its members are geared 
to prompt service, a three-hour complete antecedent 
report is possible. The cost is somewhat more for 
slower service. Is it not possible for all credit bu- 
reaus to provide a three-hour complete report? 


7. What is the value to credit granters of an in- 
file full report without revision? 


8. Inadequate details of names, addresses and 
type of account and branch on references causes 
slow service. Is it possible for members to give 
these details on all applications? 


9. Automobile traffic is heavy. Highways have 
high speed and low speed lanes. Could credit in- 
quiries be classified according to need? 


10. Employment verifications are becoming in- 
creasingly hard to obtain. What can members de to 
eliminate the verifying of employment? 


11. Why verify bank accounts on the average in- 
quiry? 


12. Thousands of dollars are being wasted daily in 
clearing references on customers with prompt credit 
records. How far can we go in eliminating the 
prompt records in the files of a credit bureau? 


13. Should members refer applications to the 
credit bureau and have them rubber stamped ac- 
cording to the records in file as follows: 1. 30-60 
day record; 2. 90-120 day record; 3. past-due record; 
4. profit and loss record; and 5. judgments record, 
or some similar arrangement? 


14. The largest volume users of the credit bureau 
should have some mechanical means of receiving and 
answering references such as TelAutograph or Tele- 
type. Do the majority of large volume members use 
such equipment? 


15. Answers from other credit bureaus are often 
delayed. Why is it not agreeable to credit managers 
to have their credit bureau answer all requests the 
day received and answer their references in time for 
them to do it? 


16. One of the most efficient ways to be sure that 
all past-due accounts are given to the credit bureau 
is to file claims with the collection department. 
This information is then available for instantaneous 
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service on inquiries. A credit bureau collection de- 
partment is'a projection of the collection depart- 
ment of the member. Should not members support 
the collection department with as near 100 per cent 
of their claims as possible? 


17. Much lost time and possible cancellations are 
caused by neighborhood investigations. Should in- 
vestigation be limited to an interview with the cus- 
tomer if the information on the application is not 
adequate and then verification of employments, land- 
lords, references and real estate records? 


18. Is it generally true that the growing volume 
of trade clearances are slowing up credit reports to 
subscribers? 


19. If the above is true and the average credit 
report requires an average of five clearances, for 
example, is there any way the number could be 
reduced and yet give an adequate picture of the 
applicant's debt position? 


20. The general feeling among bureau managers 
is that the greatest single cause for slow reports is 
the slow clearances from department and specialty 
stores. The reason most generally given is lack of 
sufficient clerks working on the ledgers. Has any 
thought been given to the idea of bureau employees 
being sent to the stores daily for this work and could 
it be financed from a practical standpoint? 


21. How can credit departments of stores return 
ledger experiences to the bureau after cycle billing 
has been adopted and former credit data are in the 
old and inactive ledgers? 


22. Is it a recognized practice simply to report 
“no active record” if the account has been active 
for a short time? 


23. Should the credit bureau clear all firms listed 
on the master card or limit the number? If only a 
certain number of firms should be contacted how 
should they be chosen? 


24. Why would it not be mutually beneficial to 
both the credit bureau and members if the bureau 
would, every time it receives adverse information on 
an individual, pass it on to all those stores where 
he has an account? Do any bureaus offer this type 
of service? 


25. One of the most difficult problems credit bu- 
reaus have to contend with is the failure of stores 
to clear references promptly. Is it practical and 
justifiable to allow a discount to subscribers who re- 
port promptly and meet all demands for service? 
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26. What do you accept as a satisfactory time for 
the return of reports from the credit bureau under 
the following circumstances: 1. When you tele- 
phone and request an in-file report? 2. When you 
send written request for an in-file report? 3. When 
you telephone giving five references and ask that 
they be called up to date and returned to you? 4. 
When you send a written request giving five refer- 
ences and asking that they be brought up to date? 
5. When your references are out of town and you 
ask the credit bureau to wire one way, at least? and 
6. When your references are out of town and the 
credit bureau writes you for information? 


27. What is your most serious constructive criti- 
cism about credit bureaus? Credit departments? 


28. What is the best method of acquainting the 
employees of credit a and credit bureaus 
with their mutual problems? 


29. In department or specialty stores credit re- 
porting, how can service be streamlined in order to 
expedite service without sacrifice of quality or re- 
ports? 


30. The time may be approaching when a cus- 
tomer’s commitments will have much greater signifi- 
cance than now. What specifically are bureaus and 
bureau members doing in relation to this problem? 


31. What is the most efficient means of communi- 
cation between credit bureau and stores? Messen- 
ger? Telephone? Teletype? TelAutograph? 


32. Rush or out-of-routine service is a major prob- 
lem for credit bureaus and burdensome to members. 
Demand for this type of service is increasing and 
augmenting bureau problems. How much additional 
compensation is justified to enable bureaus to service 
these inquiries? 


33. What is done with a member that demands 
everything rushed and what do other subscribers do 
to you if you accede to this demand? 


34. Just how far should stores go in reporting 
derogatory information to the credit bureau? 


35. What about the use of credit rating books? 
What advantages are derived from a credit rating 
guide? Disadvantages? 


36. What is being done by credit bureaus to auto- 
matically bring in-file information up to date? 


37. Are present-day credit reports complete 
enough? Do they provide the true picture which we 
need? Should the bureau's coverage be broadened 
with respect to various points of information? 


Registration Blank 


Chicago, Dlinois, June 25-28, 1951 


Registration fee $15.00 for delegates and $7.50 for wives 
and members of the families of delegates. 


Name . 

Firm 

City and State 

Will attend sessions of - 

Date and Time of Arrival 

My check is enclosed for $ : 
Make checks payable to the Associated Retail Credit 


Men of Chicago and mail to Credit Bureau of Cook 
County, 30 East Adams Street, Chicago 3, Illinois. 
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C. B. FLEMINGTON . . Canadian Correspondent 


Ghanting Credit in Canada +t) 





Don't “MUFF” It Twice 


HERB BARNES, Secretary-Treasurer, Vancouver Motors Limited, Vancouver, B. C., Canada 


BOUT THREE YEARS ago the manager of 
the credit bureau in one of our large Ameri- 
can cities asked our experience in automobile and 
garage credit. When told of the cooperation re 
ceived from our sales and service departments, 
and the acceptance of control measures instituted, 
he urged us to write the story for the benefit of 
others, as his automobile members were having 
quite a problem. But it was no use, it was too 
late then! But now, much later, the story can bear 
telling, strangely enough. Why? 


Effect of Government Credit Controls 

Let us go back a few years to the closing days of World 
War II, when the original Regulation W (and _ its 
Canadian Counterpart, Order 225) was in effect. A few 
of us were urging that credit granters lay plans against 
the termination of government credit controls and to keep 
the good features in effect voluntarily, while discarding 
the unfavorable features. It was suggested that we take 
advantage of the credit education the consumer had re- 
ceived through regulation as to prompt pay habits and 
reasonable terms and to continue this education both with 
respect to consumers and to the sales departments. 
Honestly believing our own preachings, we tried it out in 
practice, with amazing results in comparison to our pre- 
war experiences! To our mind these results could largely 
be credited to the fact we did not allow our sales de- 
partments to lapse into their old habits of pre-regulation 
days. Here are the comparisons: 

It had been the rule that nine out of ten repair cus- 
tomers applied for credit after their cars were repaired, 
and only when they were blocking traffic in the garage 
delivery apron, but now the figures are reversed! Why? 
Our service floor receivers were credit and credit regula- 
tion conscious and the incidence of major overhauls on 
budget terms was still fresh in their minds. This was 
work our shop would have had to refuse were it not for 
budget terms. In the course of analyzing the ills of 
their customer’s car and discussing costs, they became 
alert for suggestions of credit, or the possible loss of the 
job because of customer inability to raise cash. They 
would suggest perhaps it was not necessary to pay cash, 
or put off the job; that we had an accommodation serv 
ice for which their job might qualify, so why not drop 
in and discuss it with our credit manager? Result: More 
repair work revenue ; more accessories sales; more time to 
obtain credit reports and judge the risk; a more satisfied 
customer; and a minimum number of skip-outs of cus- 
tomers who manage to obtain their cars without settling 
the repair bill yet have no authorized account. 

It had been the rule in pre-war days that a new or used 
car sale had been made and the unit delivered perhaps 24 
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hours or more before the credit department became aware 
of it. Now what? Believe it or not, our car salesmen 
actually carry a supply of credit applications in their 
pockets along with their order forms, and in the course 
of obtaining signatures to orders and ascertaining the 
desired method of payment, present a credit application 
the moment the customer expresses a desire for time pay 
ment financing. We have sold our salesmen, and they in 
turn sell the customer on the fact that when he signs his 
finance contract the finance company requires that the 
purchaser’s statement be completed, therefore, it might as 
well be completed on the spot. They explain also that 
time financing is subject to the approval of the finance 
company, and that completion of the statement before 
hand will speed up the decision and the delivery of the 
car. The fact that the finance company is one of our own 
subsidiaries appears to make no difference to the salesman, 
nor the fact that he brings the application to our credit 
department and knows that they, not the finance com 
pany, make the decision. Result: More time to obtain 
credit reports and judge the risk; a credit report on 
every time sale of a vehicle; speedier completion of paper 
work at time of delivery; and most important, if the risk 
cannot be accepted, the salesman has the opportunity to 
re-approach the customer and try to make other settle 
ment arrangements. All of this is done while the unit is 
in process of being made ready for delivery. 

Of course, do not think for a moment that this trans 
formation was accomplished overnight! It was a gradual 
process to build it to today’s state of near perfection 
Probably the main reason for success with car sales staff 
was that when cars again became available after the war 
we found it necessary to build practically a completely 
new sales staff, not familiar with pre-war procedure, and 
thus they accepted the new arrangement almost without 
question, Admittedly we do have less cooperation from 
the one old-line salesman who rejoined us after the war, 
but by remaining firm in our requirements, and backed by 
the sales manager, even he, though grudgingly, is reason- 
ably cooperative. 


Cooperation in the Parts Department 


And what of our parts sales department, whose busi- 
ness is about 90 per cent wholesale and thus never 
affected by government credit regulations? Here is a 
different problem. But, with the credit department be- 
coming more sales-minded and giving a little now and 
then, our parts manager began to give a little here and 
there in return, and cooperation began to grow. This, 
plus evidence of proper credit control in all retail de 
partments; the occasional business failure of firms whose 
applications we had flatly rejected; and with manage- 
ment’s backing, finally won over this department. Today 
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If I Were a Credit Man? 


1 would want the maximum amount of business tor my 


firm that could be handled at a profit 


I would feel more secure if I could do business safely, 
avoiding the pitfalls that beset the path of the un 


war. 


} 


I would want to be fair customers, especially the 


ones who pay, and not hurt them by extending 


credit to those who do not. 


1 would aspire to have the minimum of credit losses, and 
to place my collections where I could expect to re 


ceive the maximum return 


I would feel that cooperation would go a long way to 
solve my problems, and that in doing things to help 


my fellow credit man, I would also be doing some 


thing for myself. 


| would feel that the annual fee for the services of the 
Credit Bureau, would be money much better spent 


than through a bad debt loss of the same amount. 


| might doubt that | am clever enough to make impor 
tant credit decisions ‘on my own,” without adequate 


knowledge of the risk involved 


Conversely, my conscience knows that I cannot afford to 
decline credit business simply because the applicant 


is not known to me. 


1 would feel that I should have available for the proper 
conduct to my business, every facility my competitor 
might have. 


Finally, I should feel that my time is valuable, and I 
cannot afford to use it to “dig around” for credit 
information, when the whole of the Credit Bu 
reau’s facilities are at my disposal to serve me. 
Service Bulletin, Credit Bureau of Greater Toronto 
Toronto, Ontario, Canada. 
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Coming District Meetings 

District One Connecticut, Maine, Massachusetts 
New Hampshire Rhode Island 
Canada and Nova Scotia, Canada) will hold its annual 
conference at the New Ocean House 
Massachusetts, May 20-22, 1951 

District Five (Ohio, Michigan, Ontario, Canada 
and Kentucky) and District Thirteen (Illinois, In 
diana, and Wisconsin, except Superior) will hold a joint 


Vermont uele 


Qwampscott 


annual meeting in conjunction with the 37th Annual 
International Consumer Credit Conference of the N. R. 
C. A. at the Stevens Hotel, Chicago, Illinois 
27 and 28, 1951 

District Eight Texas) will hold its annual meeting 
in Galveston, Texas, May 20, 21 and 22, 1951 

District Ten \laska, Idaho, Montana, Oregor 
Washington, Albert 
wan, Canada) will hold its annual meeting at the 
Multnomah Hotel, Portland Oregon, May 19, 20. 21 


and 22, 1951. 


xs 92 


Tune 2 26 


British Columbia and Saskatche 


1951 National Consumer Credit Conference 
Plans are now completed tor the 1951 National Cor 
sumer Credit Conference to be held on the campus of 
Lehigh University, Bethlehem, Pa... May 24-25, 1951] 
The National Retail Credit Association will act as 
sponsor of the conference along with other leading na 
tional and state organizations 


Papers on consumer 
credit subjects will be presented by: Dr. M. R. Neifeld 
Beneficial Management Corp David C. Melnicoff 
Federal Reserve Bank of Philadelphia; Dr. Albert Har 
ing, Indiana University; Clarence E. Wolfinger, Presi 
dent, National Retail Credit Association; and Dr. Frank 
Parker, University of Pennsylvania. Dr. Carl E. Allen, 
dean of the college of business administration at Lehigh, 
is the general chairman of the conference and Frederick 
\. Barford, professor and head of the department of 
finance, will serve as chairman of the program committee. 
The registration fee is $15.00. 





our parts salesmen traveling the city actually begs 
the opportunity of trying to make a collection before 
place accounts on a C.O.D. basis. 

Why is management cooperative despite manufacturers’ 
pressure for sales? Because management remembers pre 
war repossessions, and that 99 out of 100 result in losses, 
thus they are less inclined to rely on repossession rights 
at the time of making the sale. Management is used to 
low bad debts losses, and likes it. Management realizes 
the credit department is sales-minded, and will not will 
ingly turn away business, thanks to credit association 
training. Granted, we do take a little longer chance with 
benefit of conditional sale contract, but then, the customer 
has greater incentive to protect his equity in his pur- 
chase, particularly if we make sure he does have an 
equity to start with by demanding a proper down pay 
ment. 
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Now you have the answer to the why in our opening 
paragraph, It was too late three years ago to write this, 
because at that time too many sales staffs had slipped into 
their old habits again, and too many firms had let the bars 
of credit all the way down. This story then would have 
sounded like a case of © We told you so.” 

But now, each and every credit granter has the op 
portunity of taking a sort of misfortune and putting it to 
a certain amount of benefit. Now you have what one 
rarely receives in one lifetime; you have a second chance! 
In both the United States and Canada we again have 
government credit control, for how long we cannot be 
sure. Again consumer and business is taking an enforced 
dose of credit education. It might, perhaps, be more 
difficult this time to turn this to eventual advantage, but 
nevertheless it is a second chance, so credit granters, don’t 
muff it! ake 
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Annual Meeting at Duluth 


At the annual meeting of the Associated Retail Credit 
Men of Duluth, Duluth, Minn., the following officers 
and directors were elected: President, Ben L. London 
Credit Sales, Inc.; Vice President, John A. Rosen, The 
Big Duluth; Secretary, John H. Coad, Retail Credit 
Association; and Treasurer, Mrs. Lucille Wallace, 
Robinson's. The past presidents of the association were 
guests of honor at the meeting. Hollis- Rayn, immediate 
past Vice President, paid deserved tribute to them and 
presented each with an engraved certificate, “Achievement 
Award Merit for Civic Leadership, Beyond the Regular 
Call of Duty.” 
and past president Reuben Shapiro received a special cita- 


Fifteen past presidents were present 


tion because he had served as president for four terms. 
There were 142 in attendance at the meeting. 





——Wanted to Buy 


Experienced middle-aged credit man wishes to buy 
credit bureau with or without collection department in 
city not less than 30,000 located in western states. Pre- 
fer Pacific Coast. Can pay cash. Box 1512, The 
Crepir Worvp. 








For Sale 


Forty Postinc Trays, 8 inches wide by 11 inches 
high. Will accommodate ledger sheets up to 10 inches 
by 12 inches. Good as new; will sell cheap. Box 5513, 
The Crepir Wor vp. 


Crepir Bureau in Middle West, 18,000 population 
county seat. Approximately 28,000 master cards. Col 
lection department in operation past 14 years. Quitting 
business May 31, 1951. Box 5515, The Crepir Worvp. 


Help Wanted 


Crepir MAN for jewelry store to handle accounts 
receivable and collections. Write full information in 
first letter. Winters Jewelry, 120 North Broadway, 
Wichita, Kansas. 


Crepir MANAGER by substantial store in midwest. 
Desire a man in middle 30’s who has had experience 
either as a credit manager or assistant credit manager in 
all types of retail department store work. Prefer a man 
from the Middle West with experience in cycle billing 
and in handling both charge and installment credit sales. 
Please furnish complete information and record of experi- 
ence and salary desired. Box 5514, The Creprr Wor xp. 
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Minneapolis Now Using Television 


The Retail Credit Association of Minneapolis has 
scored what it believes is another “first” in its public 
education campaign to sell the policy of maintaining good 
credit standing to the people of the area. It has con 
tracted, through its advertising agency, with a major TV 
station for a spot announcement campaign. A 20-second 
spot is used weekly, on WTCN-TV Mondays at 7 P.M. 
The position assures good viewship because of its ad 
jacency to a network show. 

Full screen position is given the association's “Yellow 
Book,” which contains 944,000 ratings on 272,000 firms 
and individuals. The Yellow Book, glamorized by use 
of velvet drape effect and spotlighting, is held on the 
screen during the entire announcement while the nar 
rator, by electrical transcription, presents the following 
message: “This is the Yellow Book. It tells how 
promptly you pay your bills. Remember, your credit 
rating—listed in the Yellow Book—reflects the credit 
reputation you have made for yourself. So.. 
behind ! 


. don’t get 
Don’t spoil that credit rating! Take a tip 
from the Retail Credit Association of Minneapolis: Keep 
Your Credit GOOD! Pay all bills—promptly!” 

The present TV spot campaign is on a 13-week “test” 
period according to C. A. Wildes, association secretary. 
The Retail Credit Association of Minneapolis was organ 
ized in 1904. From a membership of nine it has grown 
to 330 credit sales managers and owners of Minneapolis 
retail firms. The Minneapolis group many years ago 
branched into public education work along credit lines. 
It has, for the past 30 years, stressed “Pay Promptly” 
campaigns, spending thousands of dollars annually in the 
various phases of this work. 

In addition to its current TV spot campaign, the Min 
neapolis group is using weekly newspaper ads, three 
columns by eight inches, in its “Pay Promptly” campaign 
As still another part of its program, the Association 
makes speakers available to any type of group, including 
school classes, to explain credit problems and the value 
of good credit ratings. 


Roanoke Celebrates Fiftieth Anniversary 


The Roanoke Merchants Association and the Credit 
Bureau of Roanoke, Roanoke, Virginia, celebrated their 
50th year of service, March 21, 1951, at Hotel Roanoke. 
A 24 page booklet was prepared for the guests outlining 
the past history of the Association. In addition, The 
Roanoke Time published a 36 page supplement to their 
Sunday edition, March 18, 1951, commemorating the 
event. The membership of 691 firms makes the Asso 
ciation the largest of its kind in Virginia. Edward C. 
Moomaw, Secretary-Treasurer of the Association for the 
past 20 years is to be congratulated for his many out- 
standing accomplishments. 
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Harry B. Dawson Retires 

Harry B. Dawson, Manager, Credit Bureau of Vic 
toria, Victoria, B. C., Canada, was recently honored on 
his retirement at the regular monthly meeting of 
the Association. He had been secretary of the Retail 
Credit Granters’ Association for the past 19 years and 
Manager of the Credit Bureau for the past 33 years. 
E. DeWitt, Manager, Seattle Credit Bureau, Seattle 
Wash., brought greetings from District 10 and on be 
half of the members presented Mr. Dawson with a gift 
expressing the high esteem with which he is held through 
out the district. Other guests included: Mr. and Mrs. 
Roy Dexter, Vancouver, Wash.; Mr. and Mrs. Walter 
Jensen, Portland, Ore.; Avadana Cochran, Bremerto 
Wash.; and Thomas Downie, Vancouver, B. C. 

Bert Hebden, Past President of the Association, gave 
a brief sketch of the development of the Credit Associ- 
ation and the Credit Bureau from 1910 until today. He 
paid tribute to the wonderful record and achievement 
which Mr. Dawson is passing on to his successors, W. G 
Ellis and Charlton Smith. Mr. Hebden noted that 
there were 14 of the 21 past presidents present at the 
meeting which was a tangible expression in itself of the 
high esteem in which Mr. Dawson is held. W. Mackin 
tosh, President of the Association, presented Mr. Daw 
son with a set of matched luggage expressing the best 
wishes of all present, and Jessie Duff, President of the 
Credit Women’s Breakfast Club, presented Mrs. Dawson 
with a beautiful corsage. 

Dean Ashby Joins Famous-Barr, St. Louis 

Dean Ashby, formerly Credit Manager, J. L. Brandeis 
Co., Omaha, Neb., was appointed Credit Manager, 
Famous-Barr Co., St. Louis, Mo., effective April 1, 1951 
He succeeded David D. Bolen who died last September. 
A past president of the N.R.C.A., Mr. Ashby began his 
credit work with M. L. Parker Co., Davenport, Lowa, 
and after 20 years there joined the Brandeis Co. In both 
Davenport and Omaha, he had served as district presi 
dent of the N.R.C.A, and also was active in promoting 
credit educational work in those cities. 

H. L. Schilz on Leave of Absence 

Harold L. Schilz of the law firm of Clagett and 
Schilz, Washington, D. C., has taken a leave of absence 
from the firm to work with the National Production 
Authority. Mr. Schilz has been Washington Counsel 
of the N.R.C.A. for the past three years. The Associ 
ation will now be represented by John F. Clagett of the 
same firm. 





Top Job Waiting for 
RETAIL CHAIN CREDIT MANAGER 
Who Can Take 100,000 Sound Customer Accounts— 
Supervise Their Handling by Modern Methods- 
AND PROMOTE SALES! 
Our stores are progressive, with high volume sales 
—and the customers represented by our $8,000,000 
Accounts Receivable offer a tremendous potential 
for PLUS business in the hands of a skilled credit 
executive. We'll pay from $10,000 to $20,000, 
depending on proved ability to produce. Should 
have chain credit experience, both in administration 
and promotion. Inquiries will be held in strict 
confidence. Send full background information to: 


Box 5511, The CREDIT WORLD 
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Howard W. Leonard 


HOWARD W. LEONARD, after having been an 

important factor in the development of charge business of 

Joseph Horne Company, Pittsburgh 

Pa., retired recently after seeing the 

number of his accounts grow from 

4.000 to 200,000. He had been as 

sociated with the store for 27 vears 

and had pioneered in charge account 

solicitation. Aside from his store 

duties, he found time to be Chairman 

of the Retail Council of the Chamber 

ot Commerce; superintendent ot the 

North Avenue Methodist Church 

Sunday School; president of the Men's Club and Ep- 

worth League; attend the activities in the Masonic 

Lodge in Avalon; secure over 100 members for the 

Lions Club; and 200 members for the Retail Credit 

Association of Pittsburgh. He was one of a committee 

to help organize The Credit Bureau of Pittsburgh and 

has been a director of it for years. He has been a mem 

ber of its administrative committee and now is assistant 

secretary. He is a director of the Retail Credit Associa 

tion and one of its past presidents. He is a member of 

the Quarter Century Club of the National Retail Credit 

Association and at our 1938 annual conference in Pitts 
burgh he was chairman of the publicity committee. 

The N. R. C. A. wishes him many more years of health 
and happiness in his well-deserved retirement. He will 
continue with the store on a consulting basis. David W. 
Bollman has been appointed acting credit manager. Mr. 
Leonard lives with his wife, Della at 816 Perry High- 
way, Pittsburgh, Pa., and we know he would like to 
hear from his legion of friends throughout the country. 


Fayetteville, N. C., Organizes a Local 
Association 


Lillian Moody, Manager, Credit Bureau of Fayette 
ville, Fayetteville, N. C., with the assistance of several 
of the local merchants, has organized the Fayetteville 
Credit Managers’ Association with the following officers 
and directors installed: President, L. V. Hearne, Fleish- 
man’s Big Store; First Vice President, W. M. Gill, 
Capitol Department Store; Second Vice President, Wil 
bur Beard, Commercial Industrial Bank; Secretary, Lil- 
lian Moody; and Treasurer, Mrs. Frankie Gallup, Caro- 
lina Motor Co. Directors: William H. Faulke, Kim- 
brell’s Furniture Co.; H. Mac White, Hatcher's Jewelry 
Store; and R. K. Moss, M. M. Truck and Tractor. 
Harry W. Campbell, Manager, Credit Bureau of Colum- 
bia, Columbia, S. C., met with a group of 35 local mer 
chants last February and outlined the advantages of such 
an association. He stressed the importance of each mem 
ber being a member of the N.R.C.A. It was felt that the 
city needed such an organization and they are proud 
of their success with their first attempt. 
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LEONARD BERRY 


MONG THE MANY problems confronting re- 
A tailers at the moment, are large merchandise in- 
ventories and personnel shortages. These affect most 
stores in varying degree, and perhaps in some, not at all. 
However, where they do exist, the manager of credit 
sales can make an important contribution to their solu 
tion. 


Vigorous credit sales promotion campaigns, beamed 
both at getting new accounts, and also at stirring up 
inactives, can help step up sales. Credit executives should 
discuss the firm’s specific situation with their merchandise 
and publicity executives. Mention of certain items, 
which the store would like very much to have in the 
hands of customers, can well form the central theme of 
credit sales promotion letters. Credit is a powerful lever 
to increase sales. 

This is no time to relax on efforts to enlarge the cus 

tomer list. The rising cost of living and increased 
burden of taxation have sharply reduced the purchasing 
power of the vast and significant middle class on which 
we have relied heavily for volume. We must look else- 
where for recruits to the charge account facility. It is 
reported that advertising men, on both national and 
local levels are increasing their budgets. Salesmanship, 
and lots of it, will be necessary to move manufactured 
goods from producer to consumer. Managers of credit 
sales will make the most of this opportunity and the 
challenge. 
This is 
true both in the selling and sales-supporting divisions. 
Many credit managers report that they are operating 
with 10 to 20 per cent diminished work forces. Also, 
they are obliged to accept untrained, and in some cases 
unqualified, people to perform essential procedures. 
There is every likelihood that this situation will persist, 
indeed it might easily become more acute. 


There is severe competition for personnel. 


This means we must find short cuts and streamline 
our procedures. Every phase of credit office operation 
should be studied. Every form in use closely examined. 
No method or procedure should be considered sacred just 
because “it has always been done this way.”’ 

Authorization standards for example, should be re- 
viewed critically. Not always emphasized is the fact 
that when we reduce the number of transactions needing 
credit approval, we not only save man hours in the credit 
office, but we create more time for actual selling. Sales- 
people, of necessity, spend quite some time in getting 
credit approval on “charge-takes."’ The less time they 
spend doing that, the more time becomes available for 
selling. 

With the dollar now worth only half its value of a few 
years ago, perhaps limits on “take-with” purchases, with 


proper identification media, could be raised. Far too 
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many credit managers are still holding to the old limits. 
Higher credit limits are a means of increasing the effec- 
tiveness of office and sales personnel. It is highly im- 
probable that increased credit losses will result. 

Some credit managers, hard-pressed to accomplish the 
work with fewer people, are experimenting with the 
rather radical idea of eliminating altogether credit 
authorization of “charge-sends.”” The argument in favor 
of this is that practically all “send” purchases are ap 
proved anyway. Probably not all credit managers will 
want to go all the way with this proposal, but certainly, 
credit limits on “sends’’ could be revised steeply upward, 
and thus lessen materially the load on authorizers. 

Another broad field for economies, that can be made 
without hurting the customer, is in the collection routine. 
Simplification of collection procedures, and substitution 
of printed notices, statement inserts, and stickers for per- 
sonalized letters, means greater output by collection 
analysts and typists. 

Because we believe that such a move goes far toward 
solving personnel problems, and also reduces operating 
costs, our illustrations this month are entirely of the 
various stickers and statement inserts made available by 
your Association. This has never been done before. Of 
course, we want to sell stickers and inserts, but more than 
that, we know many of our members have not yet taken 
advantage of using the powerful appeal of the National 
Retail Credit Association in collection and credit sales 
promotion work. We invite you to send for free 
illustrated folder giving details and prices of all our 
stickers and inserts. 


This Month’s Illustrations ™—> 


The full attractiveness of these stickers and statement 
inserts would be better brought out if we could show this 
page in color. Each sticker and insert has been designed 
for both word and eye appeal. They are typographically 
and artistically excellent. 

You will notice that several are devoted to credit sales 
promotion. Here is an excellent way of reaching inactive 
charge account customers with a friendly reminder that 
the account is still available for use. 

In the earlier stages of collection routine particularly, 
the “impersonal” approach accomplishes desired results 
without arousing the resentment often created by a formal 
letter. The appeals used on the stickers have been tested, 
and are guaranteed to bring favorable customer reaction, 
as well as the money. 

Small and large merchants alike can use stickers and 
inserts with no loss of store dignity and prestige. Indeed, 
the National Retail Credit Association emblem, which 
appears on all, invests them with authority, persuasive 
ness, and graciousness. 
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Current Business Conditions 
BUSINESS VOLUME at the beginning of the second quar- 


ter of the year is no longer rising in any marked way, and in 
some fields activity is slowing down slightly. Changes are not 
great, however, nor have they lasted long enough to point 
toward any sharp reversal in the trends which have prevailed 
for many months. The general average of all business, which 
includes retail trade, industrial production, and financ ial trans- 
actions, is about 16 per cent higher than it was a year ago 
Indications are that probably any further advances from recent 
postwar highs will be small. 

Some significant changes have taken place since last month, 
and these are indicated on the LaSalle Map. Business activity 
in many parts of the agricultural regions has made a relatively 
better showing than at any time in the last year. Evidently 
the influence of rising farm prices has been responsible for this 
improvement, as these prices have risen more than have prices 
of finished goods, retail prices, or the cost of living. Similar 
gains have been made in many of the areas where mining 
activities constitute an important part of — volume 
Prices of many raw materials, especially metals, have gone up 
even more than farm prices. 

Business activity is high, however, in the industrial regions 
because factory output and employment remain very close to 
the peak. In some areas gains of as much as 30 per cent 
have been made, although total industrial production has not 
increased quite that much over the rate of a year ago. The 
best showing is being made in the area around the Great 
Lakes, both in the United States and in Canada. Increased 
factory output is also a factor in the increases throughout the 
Southwest and also in the southern part of the Pacific Coast 
region 


Business is hesitating and lagging behind the national aver- 
age in the New England states and in the Southeastern part 
of the country. The relatively less favorable showing in New 
England is due partly to the fact that some types of consumer 
goods have been curtailed while materials and labor have been 
diverted to the making of military equipment and supplies 
Production of durable goods, especially heavy machinery and 
heavier steel products, has been stimulated much more than 
the production of lighter products and nondurable goods. The 
effects of the armaments program are evident in the changes 
taking place among different parts of the country as well as 
among different industries. 

While activity has been lagging in the South and Southeast, 
most recent reports show some signs of improvement. Weather 
conditions have recently been more favorable than they were, 
and prospects for the winter and spring vegetable crops have 
improved. Plans for greatly increased acreage planted to 
cotton are also having some stimulating effect, although the 
results will be much more significant later in the year. Busi- 
ness activity in Florida and in Texas is about the same as the 
national average. 

An area of very good conditions is in the Pacific Northwest 
where a number of factors have combined to stimulate business 
volume. Manufacturing has expanded, and foreign trade 
through the ports of this area has increased. Further gains 
are expected during the coming months 

The trend of business in Canada continues gradually up- 
ward, although the percentage increase over last year is a little 
less than that in the United States. Industrial production is 
at a new peak, however, and indications point toward further 
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advances. Foreign trade is much higher than it was a year 
ago. The most significant areas of very good business are the 
industrial region north of the Great Lakes and the cities along 
the Pacific Coast. Some improvements are expected in the 
agricultural regions. The outlook is favorable for a continued 
high rate of activity —Business Bulletin, LaSalle Extension 
University, Chicago, Ill 


Consumer Credit 


TOTAL CONSUMER credit outstanding at the end of 
February is estimated at 19,529 million dollars, 392 million 
below the January total and 3,370 million above a year ago. 
Consumer instalment credit outstanding declined again in 
February. The decrease of 183 million dollars compared with 
a 209 million decline in January. At the end of February 
the amount outstanding is estimated at 13,068 million dollars, 
about the same level as at the beginning of September 1950, 
but 2,184 million above a year ago. Both automobile instal- 
ment sale credit and other sale credit outstanding declined 
substantially in February. This occurred despite a relatively 
high level of sales of automobiles and other durable consumer 
goods during the month. Installment loan credit outstanding 
decreased slightly. Noninstalment consumer credit outstand- 
ing declined 209 million dollars in February. The decrease 
was concentrated in charge account balances which showed a 
seasonal drop of 217 million.—Federal Reserve Board. 


Retail Furniture Report 


SALES AT retail furniture stores declined 7 per cent in 
February, reduced volume being refiected in each type of 
transaction. Cash and charge-account sales were down 12 
per cent and 14 per cent, respectively, while instalment sales 
were 3 per cent below the January level. Both cash and 
charge-account sales continued in substantially larger volume 
than a year ago but instalment sales were unchanged. Instal 
ment accounts receivable at the end of February were 2 per 
cent below those of the previous month but were 7 per cent 
larger than on the corresponding date last year Collections 
on these accounts declined 9 per cent during the month result- 
ing in a collection ratio of 10 per cent, the same as in the 
preceding month. Inventories were increased 4 per cent dur- 
ing February and at the end of the month were 37 per cent 
larger than on the corresponding date last year. At the cur- 
rent rate of sale these stocks amounted to approximately 6 
months’ supply as compared with 5 months’ supply a year 


earlier.—Federal Reserve Board. 


Consumer Instalment Credits 


CONSUMER INSTALMENT credit outstanding at indus- 
trial loan companies declined fractionally during February, 
and at the month-end is estimated at 225 million dollars. 
This figure is 16 per cent above the year-ago level. The 
volume of credit extended during February showed a 4 per 
cent decrease from a month earlier but a 10 per cent rise 
from February 1950.—Federal Reserve Board. 


Retail Instalment Credit at Furniture and 
Household Appliance Stores 


INSTALMENT accounts outstanding at retail furniture 
stores declined seasonally in February but at the month-end 
continued somewhat above the level of the corresponding 
month of 1950. Household appliance store balances also 
experienced the customary February decline but were more 
than one-third larger than those of a year earlier. The col- 
lection ratio for instalment accounts at household appliance 
stores was slightly lower than in January while at furniture 
stores it was unchanged. In both cases, the ratios were the 
same as in the corresponding period of 1950.—Federal Reserve 


Board 
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INSTALMENT ACCOUNTS outstanding at department 
stores showed a small decrease in February but at the end 
of the month were 27 per cent higher than a year earlier. 
Collections on instalment accounts were down 8 per cent 
during the month and the ratio of collections to accounts 
receivable on the first of the month dropped to 17 per cent, 
2 points below that for January. At the current rate of 
repayment these accounts would be liquidated in about 11 
months, the same as in the corresponding month of 1950. 
Charge-accounts receivable declined seasonally in February 
but were one-fourth above the year-ago level. The decline 
of more than one-fifth in February collections on charge 
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accounts was reflected in the lower collection ratio of 46 
per’ cent—4 points below the ratio of the preceding month. 
The average repayment period for charge accounts outstand 
ing in Pebruary was 65 days, about the same as the previous 
year. All types of sales showed more than the usual 
February declines but continued at higher levels than a year 
earlier. Charge-account sales were down almost one-fifth 
from the preceding month while instalment and cash sales 
declined 9 per cent and 14 per cent, respectively. The year 
to-year gain for charge-account sales was 22 per cent and 
for instalment sales, 14 per cent. Cash sales were 10 per 
cent above the previous February.—Federal Reserve Board. 
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WE ARE PUBLISHING herewith the figures for CONSUMER INSTALMENT SALE CREDIT 

the entire year of 1950. [Estimated amounts outstanding. In millions of dollars! 
Total consumer credit outstanding at the end of meen” 4 “Depart- 

February, 1951, is estimated at 19,529 million dol- T —_ All 

lars, 392 million below the January total and 3,370 End of i ‘ Furni- _ Jewelry Other 
sae . : Month and ture Stores Retail 

million above a year ago. Consumer instalment or Year , e sem 

credit outstanding declined in February. The de- i M Steves 

crease of 183 million dollars compared with a 209 - = 3 313 

million decline in January. At the end of February % ’ 29 

the amount outstanding is estimated at 13,068 mil- 

lion dollars, about the same level as at the begin- 

ning of September, 1950, but 2,184 million above a 

year ago. Both automobile instalment sale credit 

and other sale credit outstanding declined sub- 

stantially in February. This occurred despite a 

relatively high level of sales of automobiles and 

other durable consumer goods during the month. 

Noninstalment consumer credit outstanding declined 

209 million dollars in February. The decrease was 

concentrated in charge account balances which 

showed a seasonal drop of 217 million. 
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District Three at Chattanooga 
\t the annual conference of District Three held in 
Chattanooga, Tenn., the following officers and directors 
re elected: President, Robert B. McArthur, Ivey 
lor Co., Raleigh, N. C.; Vice President, R. L. Wynn 
Rich’s, Atlanta, Ga.; and Secretary-Treasurer, John 
Swain, Credit Bureau of Raleigh, Raleigh, N. ¢ 
rectors: John W. Loos, Foremost Dairies, Jackson 
ville, Fla.; H. D. Jarvis, Burdine’s, Miami, Fla.; L. 7 
Kendrick, Gulf Oil Corp., Atlanta, Ga.; John A. Broon 
Jr., Cate-McLaurin Co., Columbia, $. C.; Bonnie Bess 
Mahaffey, Myers-Arnold, Greenville, S. C.; H. D 
Snook, Snook Bros., Charlotte, N. ¢ Mrs. Grace I 
Medearis, Medearis Stamp & Printing Co., Winston 
Salem, N. ¢ and H. P. Rabey, Savannah Gas Co 
Savannah, Ga. Rudy Moss, The Young Men's Shoy 


Jacksonville, Fla., was elected National Director 


District Four at Chattanooga 
\t the annual conference of District Four held ir 
Chattanooga, Tenn., the following officers and directors 
were elected: President, Stella Murphy, Citizens Sav 
ings & Loan Corp., Chattanooga, Tenn.; Vice President, 
\. J. Franz, A. M. & J. Solari, Ltd., New Orleans, La 
ind Secretary-T reasurer Mrs Jo Hubbard, Sterchi 


! Directors: Kaa Blue, Foun 


sros., Chattanooga, Tenn 
dation Plan New ( rleans, La. ° Mrs. Lenore ‘I ull 


Office Supply Co., Jackson, Miss.; Taylor H. Henry 
Adam Glass & Co., Mobile, Ala.; Mrs. Marguerite Gar 
rison, Jordon & Booth, Shreveport, La.; Mrs. Mary 
Geyer, Wilson Motors, Jackson, Tenn.; Mrs. Ruth San 
ford, Sears, Roebuck & Co., Tuscaloosa, Ala.; Thelma 
Toohey, O’Neill-McNamara Hardware Co., Vicksburg, 
Miss.; John Bowers, Loveman, Berger & Teitlebaum 
Nashville, Tenn.; and S. J. Nicely, Jr., Miller's, Knox 
ville, Tenn. Kaa Blue was elected National Director 
and J. L. Sanford, Bishop-Parker Furniture Co., Mont 
gomery, Ala., was elected Alternate National Director 


District Seven at Tulsa 
The 1951-1952 officers and directors of District Seven, 
elected at Tulsa, Okla., are: President, Chester W 
Larson, Merchants National Bank, Topeka, Kan.; First 
Vice President, Kenneth Octzel, Boyd-Richardson Cloth 
ing Co., St. Louis, Mo.; Second Vice President, Elton L 
Jordan, Oklahoma Gas & Electric Co., Ft. Smith, Ark. 
and Secretary-Treasurer, Frances R. Smith, Hunt’s, Ft. 
Smith, Ark. Directors: J. C. Glover, Chieftain Pontiac 
Co., Oklahoma City, Okla.; Forrest Brunson, Emory 
Bird-Thayer, Kansas City, Mo.; Galen Longenecker, 
Newman's, Kansas City, Mo.; Julius Miller, Home 
Finance Co., El Dorado, Ark.; and L. B. Wilson, Watts 
Store, Camden, Ark. J. R. McKee, Palace Clothiers, 
Tulsa, Okla., was elected National Director, and Ken- 

neth O6ctzel, Alternate National Director. 
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District Six at Davenport 
the annual meeti District Six held in Daven 

lowa, the following officers and directors were 
ected President ] red Aldrich, Cont nental Nation al 
Bank, Lincoln, Neb.; Vice Preside Bert King, Roberts 
Dairy, Sioux City, lowa; and Secretary-Treasurer, O. J 
Van Lander, John W. Thomas & C Minneapolis 
Minn Directors Mrs. Nell Hudkins, Central Gas & 
Electric Co.. Lincoln. Neb.: Tom EI Watson Coal 
Co., Sioux City, lo rs rrie Kuelper, Frankel’s 
Des Moines, lowa rland in B. Brown Co 
Omaha, Neb.; E. ¢ Angel Co., Abe 
deen, S. D.; and M Bay Co., W 
nepeg Manitoba, ¢ ud : ch l } Juster Brothers 
Minneapolis, Minr 
Elmer G. Nordstr Peter 
Davenport lowa, was elected 
Director 


Director and 


Salt Lake City, Utah 

At the annual meeting the Credit Bureau of Salt 
Lake City, Salt Lake City, Utah, the following officers 
and directors were elected President, B. Douglas 
Wheat, Keith O'Brien, Inc.; Vice President, Arthur 
Ridd, Continental National Bank and Trust Co. ; Treas 
urer, Kenneth Matheson, Tri-State Lumber Co.; and 
Secretary and Executive Vice President, Harry P. Earl 
Credit Bureau of Salt Lake City. Directors: Roscoe 
Grover, First Security Bank of Utah; Kenneth Mathe 
son, Tri-State Lumber Co.; Joe Sehee, Less Taylor 
Motor Co.: Vernon Best, Utah Oil Refining Co 
Harold Lambert, Burton Lumber & Hardware Co.; Ted 
Press, Utah Power & Light Co.; and Wendell Romney 
a 4h ee 

Billings, Montana 

At a recent election of officers of the Retail Credit 
Association of Billings, Billings, Montana, the following 
were elected: President, Don Hanson, Hanson Furs; 
Vice President, Inez Gines, F. A. Buttrey Co.; Secretary, 
K. J. Dugan, Credit Bureau of Billings; and Treasurer 


Arnold Hammer, Midland National Bank 


Austin, Texas 

The 1951-1952 officers and directors of the Retail 
Credit Executives of Austin, Texas, are: President, 
Kelso Dabney, Reynolds-Penland; Vice President, Don 
ald E. Fisher, Firestone; Treasurer, Mrs. Lois Huey 
Motor & Industrial Finance Corp.; and Secretary-Man 
ager, Mrs. Horace Barnhart, Retail Merchants Asso 
ciation. Directors: J. B. Moreland, Southern Union 
Gas Co.; Pent Lindgren, T. H. Williams & Co. ; Walter 
E. Orr, Austin National Bank; R. L. Whittaker, Carl 
Mayer Jewelry Co.; Mrs. Jasper Jernigan, E. M. Scar 
brough & Sons; and Mrs. Estelle McMurtrie, Renfro 
Drug Co. 
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Credit & Collection Problems 





Collection Attitudes and Letters 


HERE ARE four specific points in connection with 

collections we would like to offer for your considera- 
tion. First, use only enough pressure to bring about pay- 
ment of the account. Assuming reasonable care in credit 
extension and an average cross-section of customers, a 
fairly accurate prediction of what will happen in the 
matter of payment can be made. About half of those 
customers billed will pay within two weeks or so after 
receipt of statement. Probably half of the remainder 
will pay on receiving the first collection reminder. The 
next two reminders will gain similar results. After three 
reminders, those accounts still unpaid are potential col 
lection problems. Roughly, they will represent only one 
in ten of the total list. 

It is therefore clearly unnecessary to start out using 
heavy artillery. In those first sixty days, gentle, imper- 
sonal collection methods will bring about satisfactory re- 
sults without needlessly upsetting customers. Regularity 
and persistence are better than weight in this period. We 
must remember that our collection objective has two 
parts, to get the money as quickly as possible; and at the 
same time, keep the customer’s good will. Just as a 
gentle shake of the tree will bring down the ripe fruit, 
so these mild collection reminders will often bring about 
payment without angering the customer. N. R. C. A. 
stickers; statement inserts; written or typed notices on 
the monthly statement; printed cards; all these are effec 
tive in obtaining results by using friendly persuasion. 

However, those relatively few accounts that resist this 
mild treatment must be dealt with on an individual basis 
and according to the seriousness of the particular situa- 
tion. Now is the time to step up and strengthen pressure. 
Early recognition that a collection problem exists, means 
a much better chance for solution. The critical period in 
collections is at the end of sixty days from the due date, 
or after three collection reminders. The collection person 
must find out at this point why the account remains un- 
paid, review the history of the customer, and then use 
whatever means to bring about collection seem most likely 
to succeed. 

Second, seep a good temper. The ideal collector is one 
who can be stern and forceful without allowing personal 
feelings and resentment to lead him to anger. When the 
issue between collector and customer becomes charged 
with mutual irritation the merits of the matter are likely 
to be submerged. A good-humored, cooperative and help- 
ful attitude will more easily accomplish collections with- 
out creating long-lasting enmity. Even should the cus 
tomer get angry, the collector must remain calm. 

Third, don’t give up too easily. Experienced collectors 
can testify that a surprising number of accounts are 
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eventually paid because the collector keeps everlastingly 
at it. Even when an account is -transferred to “Profit 
and Loss Account,” collection ettort should not entirely 
cease. It often happens that a debtor's circumstances 
change for the better, and payment then becomes possible 
However, if the creditor forgets why should the debtor 
remember? Of course, it is neither practical nor eco 
nomical to follow Profit and Loss Accounts with the 
same frequency as the others, but even once every two or 
three months is better than not at all. It is the extra 
ounce of effort that counts. Faint heart and lack of 
endurance have no peace in the collector's make-up. 

Fourth, tell your Credit Bureau of all accounts you 
come to regard as Profit and Loss Accounts 

Make sure that the records in the Bureau files carry 
Indeed, all the 
way through, make the Bureau your partner. In the 
N. R. C. A. booklet, “The Road to Profitable Credit,’ 
number five of the Credit Bureau Musts, reads: “Report 


to the Bureau all slow and unsatisfactory accounts, ex 


full details of your collection accounts 


cess returners of merchandise, and customers inclined to 
overbuy.”’ 

This is an essential part of credit grantor-credit bureau 
cooperation. Unless the bureau files are complete, ade 
quate credit reports cannot be built. Listing your collec 
tion accounts with your Bureau multiplies the chances 
of recovery. 

Here is a suggested collection letter for a customer of 
limited financial responsibility, after the series of stickers 
or printed notices have been used without success: 


Dear Mrs 
It is necessary to arrive at a definite understanding with 
you concerning the past-due bill you owe us 
You have received several monthly statements and col 
lection reminders. Our best efforts have been made in 
showing you the importance of prompt payment, in order 
that you might retain use of the credit convenience 
lo avoid further complications, you should pay this bill 
and we strongly urge you to do so. We feel we have 
done our part, and must ask you now to do yours 
Please send vour check today It is important that you 
do not postpone payment 

Sincerely yours, 


The following letter might appeal to your “better 
customers : 


Dear Mrs 


One of the difficulties about writing a good customer 
concerning a past-due bill, is to find just the right words 
to express our thoughts 

You see, Mrs. Blank, this is a friendly store All our 
efforts are pointed toward making customers pleased 
with our merchandise and store service. Credit is part 
of that service, arranged with the thought that customers 
will enjoy its convenience, and will pay bills when due 


BREAK THE THERMOMETER! 








Naturally we want to keep that same spirit of friendli — 
ness in our collection department because that is the way 


“Sh £L de” 
we like to do business but of course, we must get are 8) emona e 


our own bills paid too 





Beginning on page 9.) [CI 
Perhaps we should just say now, “Mrs. Blank, you owe (Beg 8 pag 


us $00.00, and it is becoming quite past due. Will you 
please pay now?” Thank you, we felt sure you would 
understand granters and credit managers are ever trying to obtair 

Cordially yours 


nevertheless indicated because some overzealous credit 


even lower collection rates. In playing this dangerous 
This suggested collection letter uses the value protect game, they are letting their self-interest jeopardize the 
ing good credit standing as its appeal: best interests of credit granters as a whole and they are 
i g : 
taking undue advantage of men who may be better col- 

Dear Mrs 
In a spirit of fairness to you, this opportunity is given 
to protect your credit standing. As you probably know, Our free enterprise system condones haggling, price 
we are required to report to our Retail Credit Bureau 


all accounts remaining unpaid after a certain length of 
time of fair play and common sense. When credit managers 


lectors than they are business executives 
cutting procedures. No law is violated except the law 


Your account with us shows a past-due balance of $ and credit granters initiate such business tactics and when 
Surely you will prefer to pay this amount now, rather 


collection firms are beguiled or coerced into cooperating 
than have the matter recorded in the Bureau 


with them, it should be apparent that great harm is being 
Please send your check today, and all will be well 
done to the national collection structure that has been 

Sincerely yours, . : 

so painstakingly erected at such a great cost in time and 


Collection letter for slow-pay account customers money. Nothing is more certain than death and taxes 


except the inborn belief that “the servant is worthy of 
Dear Mrs 

Under the terms of the Convenient Payment Account we 
gladly arranged for you, monthly payments of $ were But, nothing is harder to hold than smoke or quicksilver, 
to be made. Perhaps you will remember that you talked except the conviction that other servants in the world 
the matter over with one of our credit advisers, and 
felt sure you would have no difhculty in making your 
payments himself. 

Naturally we are sorry that you have not maintained We are all servants. notwithstanding that we are not 
your agreement, because, as you must realize, your credit 
standing in the community depends on the way you pay " 
bills time to properly serve ourselves, by properly serving 


his hire’ when one happens to be the servant in the case. 


deserve the same consideration one would obtain for 


necessarily expected to be servile. Now is the accepted 


Good credit is an important possession as we discover others. The national economy demands it. To credit 
when, because of carelessness in payment, the privilege granters and credit managers, the organized affiliated col 
of credit buying is denied us , on" : 
Please do not let this happen to you. Keep your credit lection firms have this to say: “There is approximately 
good by meeting each payment as you agreed to do. You $800 million annually represented in the ‘lemon crop’ 
now owe on your contract the amount of $ accruing to credit granters to their dismay and disgust; 
Ww ~ g > . — 
€ expect to receive this amount immediately money not being collected by anyone The fellows who 
Next month we shall discuss the use of the telephone and are expected to squeeze the ‘lemons’ surely deserve a fair 


other collection methods. wee share of the lemonade. In truth they must have it.” *** 




















- Supplies Available from National Office 


Age Analysis Blanks .. . $ 8.50, 
Credit Application Blanks . . 

Good Things of Life on Credit (RAécctiond Booklet) 15. 00 
Educational Blotters (For Credit Bureau Distribution) 9. 00} ? 
<< | =P Sea rae 3.00 
Guarantee and Waiver Forms . 4.00 
Civil Relief Act Waiver Forms 4.00: 
CREDIT WORLD Binders 2.50 each 
N.R.C.A. Electros . . ‘ .75 each 
N.R.C.A. Membership Sions 1% .75 each 
Better Letters Service (12 issues) . 25.00 

Pay Promptly Advertising Campaign qs mats) 2.50 each 


* * * a * 


NATIONAL RETAIL CREDIT ASSOCIATION 
375 JACKSON AVENUE ST. LOUIS 5, MISSOURI 
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**Women at Work’’ 
Mmmm «42 (Beginning on page 8.) 


come in contact with all types of people from all walks 
of life and it is up to the credit woman to be able to 
handle situations that demand sympathy and understand- 
ing. Recently one of our CWBC Educational courses 
dealt with personality, and I am confident that our mem- 
bers were made conscious of their own personalities. We 
are constantly working and studying to improve our- 
selves. A credit manager must have tact in dealing with 


people. A tactless person can make more enemies 


for 
her firm than a salesman selling inferior merchandise to 
a customer. The merchandise may be exchanged but a 
tactless remark can never be recalled. 

We must be interested in our work and not feel that 
we are just marking time, watching the clock for quitting 
time and the calender for payday. We should realize it 
is a challenge to make our position an enviable one. 
Women often have an inferiority complex and escape 
public participation. 
contribution may 


They sometimes believe their own 
be worthless and that they 
talent that would benefit the other party. We each have 
talents if we will but discover them and use them for the 
benefit of mankind. 

Often you hear the words “ 


have no 


A woman’s intuition.” It 
is true that we have intuitions that oftentimes guide us 
in our decisions. We cannot always depend upon this 
intuition but must follow through with the regular pro 
cedure before making our decision, 
sometimes help. 


yet intuition does 
If we are to succeed in the credit pro 
fession we must know the correct practice and procedure 
of credit. The knowledge of these fundamentals can 
be gained by experience and with an organization such 
as ours we can profit by the experience of others by tak- 
ing an active part in our educational study each year. 
Women have come far on the road to success in busi- 
ness. Our organization has come a long way also. We 
constantly move forward in the endeavor of credit. The 
women of yesterday had FAITH in themselves and in 
is, they had VISIONS of the possibilities in the business 
world and COURAGE to forge steadfastly 
their goal. May we, as credit women of today, 


that same FAITH, VISION and COURAGE. 


ahead to 
maintain 
«Ke 
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**Credit Problems” 


(Beginning on page 4.) 





Personnel reporting is a tremendous income producer 


Members and industry these 
salesmen, housekeeping 
branch managers, employees handling money, 
work outside, etc. This field of 


neglected too long by credit bureaus. 


for the credit bureau. use 


reports for executives, employees, 
those who 
reporting has been 
Personnel report- 
ing is a national business. It requires constant sales work. 
Our competitors have this business pretty well bottled 
They really work at it. 
for they 


up now. It must be profitable 
Naturally, all 
credit bureau managers must learn to develop a 
report. Yet, 
facts cooperation with fel- 
ability 
Our problem is to train bureau 
that 


business are smart operators. 
personnel 
It is an expanded credit report. additional 
about health, 


low employees and management, 


morals, loyalty, 


and work ex 
perience are necessary. 


managers to develop a standard personnel report 
members and industry want. 

All this adds up to one thing only, efficient, progressive 
and ag management. It is 
It succeeds only with close supervision of credit managers 
and credit bureau managers. It 


cludes vision, 


gressive a continuing process. 


never stops. It in 
and a burning de 
a strong link in a national chain; 
tion to ferret out what the customer wants and then give 
it to him. Isn't that how 
ness remains successful 


cooperation, selflessness, 


sire to be a determina 
and other busi 


and continues to grow? 


any National 


There always have been some people who have waited 
for the end of the world. But it has not come. If it 
does we will know it in a second. Then why anticipate 
it? Now is the time to prove our faith and a good place 
to start is in our job as credit and bureau managers. 

Nineteen fifty-one and the next few years offer 


derful challenge to all of us; 


a won 
it is a challenge to awaken 
dormant brain waves that have succumbed to inertia; it 
is a challenge that sets the blood tingling throughout our 
veins; and it is a challenge to shock us into an alertness 
that will start further expansion and improvement in our 
It is the birth of the next 


Credit Bureaus. 


business. great growth of 
What we do in 1951 is the groundwork 
for what our credit bureaus will be in 1955; in 1965 


in 1975 


and 
kkk 














Text and Reference Books Published by the N. R. C. A. 


Retail Credit Fundamentals, 318 pages 
Retail Credit Management, 477 pages 


Streamlined Letters, 464 pages 


Important Steps in Retail Credit Oneretion, 16 eeans 
How to Write Good Credit Letters, 128 pages . . 
Tested Credit and Collection Letters, 48 pages. 
The Blue Book of Credit Department Letters, 48 pages 
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AT ITS MEETING in Washington on February 
9, the Legislative Committee of the N. R. C. A. was con 
cerned to make appropriate representations to the proper 
Federal agencies to offset the tendency to increase Postal 
mail rates as well as moves to alleviate the possibility of 
the tightening of any further consumer credit controls. 
The latter was reported in the article for this page in 
the March issue of The Crepir Worip. The Postal 
Resolution reads as follows: 

“The Legislative Committee of the National Retail 
Credit Association, representing approximately 29,000 re- 
tailers, has noted that fundamental economies for the 
Post Office Department have not been achieved, and that 
it is continuing to incur deficits. 

“In connection with the increase in postal rates 
this Committee urged that the Congress and the 
Postal Department be called upon to effect the econo- 
mies that would result trom eftective reorganization of 
that Department and acr to materially reduce postal 
expenditures.” 


Wage Earner Plans 


\t this meeting Mr. Schilz reported on a study of the 
application of Wage Earner Plans under the Bankruptcy 
Act, and expressed the view that since statistics show a 
high percentage of collection on those few regions of the 
country where such plans have been extensively used, 
credit associations should confer with their local Referees 
in Bankruptcy to advocate a more general use of such 
Plans in those cases of persons having salaries or wages 
of less than $5,000 who seek relief from debts through 
the bankruptcy procedures. 


Libel and Slander 


In the September, 1949, Creprr Wor p, this page was 
devoted to an article on the subject of statements that 
may become embarrassing to those engaged in credit re 
porting work. The following additions to the subject 
may be of interest. In Ostrowe v. Lee, 256 N. Y. 36, 
175 N. E. 505, the New York Court of Appeals had 
under consideration a letter dictated by a business execu- 
tive and mailed to another of a contents revealing that it 
grew out of a fit of temper. The sender of the letter 
defended against the suit on the ground that it was a 
private, personal letter to the recipient, and therefore not 
The court held 
that since it was dictated to and read by a third person, 
a stenographer, it had been “published” and therefore 


libelous as having been “‘published.” 


was libelous. 

An excellent book was written on the subject some- 
time ago by Phillip Wittenberg, Esq., published by 
Columbia University Press, entitled Dangerous Words. 
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_ HAROLD L. SCHILZ, Counsel, National Retail Credit Assoc 
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OPS Freeze Order 


There are predictions that by mid-April there will be 

an easing of price ce lings where costs are rapidly ap 
, 

proaching them However, wholesalers and_ retailers 
must list their prices and markups, item by item, to be 
relieved of the freeze; manufacturers will have to detail 
costs, pre-Korea compared to now; and makers of major 
home applicances will have to preticket such wares—a 


list of OPS retail ceilings that dealers must observe. 


Retail Sales Trends 


In Washington, D. ¢ 
clearance sales on Washington's birthday, with terrific 


there have usually been large 


markdowns on some goods. This year, however, goods 
were moving fast enough without such sales efforts, and 
many stores made no eftort to advertise unusual bargains 
on that day. In this connection it is to be noted that 
throughout the nation two industries that were supposed 
to have downturning sales long ago are still holding up 


to and ahead of last vear—housing and automobiles. 


Soldiers’ and Sailors’ Civil Relief Act 


Continued interest grows in this subject on the part 
of credit executives. One of the most perplexing subjects 
is the case of a married woman whose husband is in the 
service or about to go after receiving induction notice, 
who continues to make use of charge accounts on a sub- 
stantial basis. Since most states have Married Women’s 
Acts which allow a married woman to make contracts 
against her sole and separate estate, chargeable solely to 
it, separate and apart from a charge to the husband's 
estate, any charge that a serviceman’s wife makes can 
be legally enforced against her if it can be shown that 
she has financial assets of her own, not a part of her 
husband's estate. So often, however, there is great difh 
culty in making this determination; and if the wife makes 
the contention that she is dependent on the husband, the 
retailer runs into the attendant trouble of filing affidavits 
in court, having to post bond, having the matter post- 
poned until the termination of the emergency, and per- 
haps never receiving adequate collection. Perhaps the 
best recourse is to obtain a waiver from a third person, 
a friend, relative not dependent on the serviceman, who 
states he will make good on the account if the service- 
man does not. Such printed forms can be obtained from 
the headquarters of this Association, and are set out on 
page 28 of the booklet it publishes entitled The Soldiers’ 
and Sailors’ Civil Relief Act, which contains in question 
and-answer form the simple solution to many of the prob 
lems presented to you. week 
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A Message by Se the P rastdent 








Orr ASSOCIATION has enjoyed a year of remarkable prog- 
ress. It has grown in stature and solidarity. The high point of the 
year was the opening of our new international headquarters which 
is now completed and occupied. You and your friends are most 
welcome. The door is always open. Come and see us when you 
are in St. Louis, Missouri. The address is 375 Jackson Avenue and 
the telephone number is PArkview 4045. 
































We have had an unusual growth in membership, reaching a new 
high. This is your Association. Tell us what we can do to serve 
you and make your Association an even bigger and better one. New 
members and old members have made this year a great success. 
The teamwork has been of the highest degree. 


Recognition should be given to our home office organization, the 
day-in and day-out workers who have so loyally carried on your 
Association activities. Thanks to them for a job well done. 


There is a great satisfaction which comes from service. Indi- 
vidually we gain a greater love and appreciation for those we have 
known over the years and for those new friends who have been 
added. Working together, we have accomplished much, and from 
year to year we will continue to move onward. 








The privilege of working with your General Manager-Treasurer 
is an experience that adds immeasurably to one’s faith in his fellow 
man. I am deeply appreciative of the faithful and loyal manager 
we have in Lindley S. Crowder. Arthur H. Hert and Leonard Berry 
follow in this same pattern of service and self-sacrifice. To Harold 
A. Wallace and the Associated Credit Bureaus of America; to Francie 
E. Rowe and the Credit Women’s Breakfast Clubs of North Amer- 
ica; and to William J. Tate and the Credit Granters’ Association of 
Canada, my deepest appreciation for their sincere cooperation. 


My personal thanks are extended to all of you for your loyal 
support and unselfish devotion to our National interests. I am 
grateful for the honor you bestowed on me in permitting me to serve 
as your president during the past year. 


wk 


President 
National Retail Credit Association 



































Whos Atraid 


OT YOU, if you select new customers 
carefully, on the basis of Factbilt credit 
reports from your credit bureau. 


Not you—again—if you view each request 
for additional credit as a signpost requiring 


another up-to-date report. 


No, indeed—not you, if you have a 
regular procedure for checking on accounts 
that seem to be “going sour,” and if you 
report the delinquency immediately to your 
credit bureau. A Factbilt collection aid 


report will help you decide what steps to take. 


With these points firmly established 
as part of your procedure, you can be 
sure that each credit sale is made with 


minimum risk and maximum profit. 


Reports anywhere through affiliated members of 
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April 


$7,856.50 


$6,804.50 


February 
$5,610.50 


January 
$4,829.50 


December 
S$ 3 ,469.00 


November 


$2,651.50 


October 


$ 798.00 
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WITH ONLY $22,143.50 





I: THERE IS one outstanding value that we have 
obtained from President Wolfinger’s Buy-a-Brick Cam- 
paign it is the intense and enthusiastic loyalty of Credit 
and Bureau Managers to our National Organizations. 
How lost we would be without it! How in the world 
could we swap problems and ideas in such a large 
country without a central depository to co-ordinate 
them for us and for the Credit men and women who 


will be our successors? 


Of course, our goal has not been reached. Every 
member of the Association has not had time to send in 
his dollar. But YOU can do a real service to this 
memorial and to yourself by sending in $1.00, $5.00, 
$10.00 or $100.00 before May 31, 1951. 


Credit Bureaus, too, can purchase bricks. Over 50 
have done so already. If the balance of the 1,500 
Credit Bureaus in the country contribute only $10.00 
each the total will be $14,500.00. Just think of it, 
over half the debt cleared by Credit Bureaus each of 


whom purchased only 10 bricks. 


Let’s start those Acres of Dollars on their way to 
Lindley Crowder NOW, and celebrate the reaching of 


our goal in Chicago in June, 1951. 


My deep gratitude to you for the quick response 


that I know you will make. 


Charles J. Sheldon 


Manager 
Philadelphia Credit Bureau, Inc. 
































